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| “WORTHY OF THE NAME” Ms 


Capture the quality trade of [aim 
your community with this out- ™& 
standing range ... Leader in 
quality construction . . . Leader in ad- 
vanced features . . . Leader in Dealer 
profits. Refinement and distinction in 
every smart, modern line... beauty that 
is as enduring as the fire-resistant cast 
iron underneath its gleaming porcelain 
exterior. Write today for the proposition 
that will put you on, the road to bigger 
profits, good will, range leadership. 
Also furnished with high closet. Finished in GRAY & DUDLEY COMPANY 


three different combinations of Porcelain ; 
Enamel: White with Black Trim; Two-Tone Established 1862 
Suntan with Black Trim; Cream and Green 


with Black Trim. NASHVILLE, TENNESSEE 











Great New Line 
WASHINGTON HEATERS 





New, advanced features, unequalled 
heating capacities. Full range of 
sizes tor coal, wood, oil. Modern 
treamline designs, exquisite porce- 


lain finish. Write for Heating 
Catalog HA. 





General Washington Major Washington Mohemiatts Washington 
or Co or Co 9 or 


THE GREATEST 
BRUSH SELLING 
PLAN EVER OFFERED 
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The new 1937 Wooster 
3-point Merchandising System 
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A complete condensed line 


of only 26 best sellers 


GING SAMPLER 


26 different kinds. Acom- 
actically all requirements. 
Brushes on two sides. 
king and selling brushes. 


NEW NO. 40 SWIN 

four brushes, but only 
pact, balanced stock to meet pr 
Swings from wall or shelving. 


Provides the ideal method of stoc 
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TER SAMPLER 


NEW 
the same condensed 


Sixty-seven brushes, from 
line as in the swinging sampler. All brushes 11- 
terchangeable with other units 1n the sy = 
combined counter s@ dreserve Stock: 


prushes in 
me 26 
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The W 
ooster Brush Company, Wooster, Ohio 


Send m i 
— ssi new _illustrated folder on the 
ster 3-Point Merchandising System. 
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City—____—. 
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THE WO 
OSTER BRUSH COMPANY, WOOSTER oe} 5 852) 





“Ghis unusual 
advertisement will 
be seen by millions 
in the September 12th 
issue of The Saturday 


Evening Post. 
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AY AND NIGHT you, our friends the hard- 

ware merchants, can depend upon YALE 
cooperation to increase your sales on YALE’ Locks 
and other YALE products. Every advertisement in 
our consistent national campaign is directed to send 
customers into hardware stores. Keep the name YALE 
and YALE Products displayed because a reminder 
in your window or store will lead to many a sale. 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN., U.S.A. 
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FLORENCE HEATERS 


22 Modern Heaters 

The All-round Florence Line of Oil-burning Heaters includes powerful 
vented Circulating and Radiant Heaters with Sleeve Type or Pot Type b 
Burners; non-vented Cabinet Heaters with Wickless Kerosene Burners; yne 
Kitchen Heaters, Garage Heater, Portable Room Heaters. Heating capaci- 
ties range from 1,400 to 7,250 cubic feet of space, at zero. Also Range Oil (el 
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Burners for kitchen stoves, parlor heaters, hot air or hot water furnaces. 

FACTory Expert Tags Help You SELL pane 
Tagged—to tell the facts! Each Florence Oil-burning 
Heater carries its own “FACTory Expert” onto your 
sales floor—into the hands of your customers. This new FACTS TAG 
reveals everything, from the type of finish to the innermost detail of 
construction! 

Now your Customers can see in advance which Florence Heaters will 
meet their needs and pocketbooks. Now your Salesmen will always have 
the right story on each Heater. Now your Florence Sales can reach a new 
high, with better, faster selling . . . sold to stay sold. 








Florence Stove Company 


General Offices and Plant, Gardner, Mass.; Western Offices and 
Plant, Kankakee, IIL; Sales Offices: Merchandise Mart, Chicago; 
New York, Boston, Atlanta, Dallas, Detroitand San Francisco. 
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There’s a Florence Oil-burning Heater 
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3% —the Line that has Everything! 


New Window Displays Big Direct Mail 


Big cut-out, lithographed in full color, shows the Tabloid-size mailing piece in beautiful rotogra- 
new Florence All-round Line of Heaters. A sure vure, carries your own imprint. Free to Florence 
attention-getter for your window. Dealers. Send it to your best prospects—distribute 

In addition, twenty feet of colorful crepe back- it in yourstore. Here’s a piece that will sell people 
ground to go across the back of the window or down at home and bring them in ready to buy. 
front—or in your heater department in the store. 

Make sure you receive these Window Trims— 
they’re free to Florence Dealers. 


From actual photograph of the 
new Florence Line of Oil-burn- 
ing Heaters. In addition to the 
models shown here there are 
four Wicktype Portable Room 
Heaters and an extra Kitchen 
Heater (in ivory). 
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industrial and home tool users, urging them to buy 
| CO and test these new files. Keep a supply on hand to 
. meet the demand created by national advertising. At 

your wholesaler’s. 
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Photo courtesy of Ringling Bros.—Barnum & Bailey Combined Shows, Inc. 


IN FULL SWING AUGUST 24 


Don’t miss this opportunity to let GENERAL ELEC- 
TRIC’S New, Fast Moving, Fall Home Laundry Equip- 
ment Sales Drive build quick sales and more profits for 
you. For first hand information, clip and mail the 
coupon attached: 


GENERAL @ ELECTRIC 


HOME LAUNDRY EQUIPMENT 


APPLIANCE AND MDSE. DEPT.. GENERAL ELECTRIC CO., BRIDGEPORT, CONN. 


AUGUST 13, 1935 


HOME LAUNDRY EQUIPMENT SALES 
Appliance and Merchandise Department 
General Electric Company 

Bridgeport, Conn. 


I want to be one of the first to learn about 
the G-E Home Laundry Equipment Sales 
Drive. 


Dealer 
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MASTER 





NEW "DE LUXE” HOSPITALITY TRAY SET 
—More beautiful and useful than ever. Four lap trays of 
beautifully grained walnut or mahogany, matching the 
large tray, are another Toastmaster innovation. Large 
enough to hold cup or glass, plate, silver and napkin, 
they are ideal for individual service. Two double-com- 
partment appetizer dishes in modern white china— 
novel cutting board and knife. $23.50. 

Extra lap trays, $1.00 each; folding stand, $5.00 





AND ANOTHER! This year, Toastmaster gives you 
two Hospitality Tray sets. The standard set, above, 
sells for only $19.75—broadening your market! Has 
the same new fully automatic toaster as the de luxe 
set. Fits the same folding stand. Tray is of beautifully 
grained walnut. A splendid value . $19.75 
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NEW TOASTMASTER FULLY AUTOMATIC 
TOASTER — Our 10th anniversary model, styled by 
one of America’s foremost designers. It surpasses all 
previous models in beauty. Improved with a shock 
absorber to eliminate noise when the toast pops up— 
less tension on the lever makes it easier to push down. 
Equipped with the famous Flexible Toast-Timer—times 
each slice individually. Insures perfect toast every 
time for everybody . $16.00 


Hever before... 1s 


TOASTMASTER HISTORY 


—have retailers been offered such a wealth of new 
merchandise. Two brand-new Hospitality Tray sets. A 
stunning new fully automatic Toastmaster toaster. The 
surprise-hit of the season—a two-slice Junior toaster 
retailing for only $7.50! .. . To these add Toastmaster 
Waffle-Baker, fully automatic, selling faster all the 
time, at $12.50. And the one-slice fully automatic 
toaster with Flexible Toast-Timer, at the new low price 
of $10.50. .. . A great line, backed by advertising in 
14 magazines and 32 metropolitan newspaper maga- 
zine sections, with 68 million messages scheduled 
between now and Jan. lst. See Toastmaster’s special 
money-making Deals on next page. And order now! 
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and a SPECIAL INTRODUCTORY OFFER 















BEFORE AUG. 3l 


Here is a deal that steps up your profit margin! Act 
now and take advantage of the bonus with every 
deal. There’s always good business on Toastmaster 
appliances — there will be better business for you if 
you start right away. Toastmaster’s big fall advertising 
campaign opens Sept. 14. Get your order in for as 
many deals as you like. Use the coupon below— your 
distributor will send the merchandise—we’ll send the 
sales helps. 


Heres whet yon bet 


DEAL A—A Toastmaster Junior Toaster at special 
price of only $2.25 with your order for— 








NEW TOASTMASTER 
JUNIOR TOASTER— 


A sensational value, with 
Toastmaster quality through- 
sna ns ks asinine bake $ 18.60 out. Opens a big new market. Not fully automatic, but 
has many outstanding Toastmaster features. Simple to 
operate. A finger-tip touch of the lever pops up the 
toast for inspection or use. Economical—uses current 
only while toasting. ’ 


1 De Luxe Hospitality Tray Set (Mahogany) 
1 Standard Hospitality Tray Set (Walnut) 
1 Toastmaster Junior Toaster 


Extra Profit on Junior Toaster.............. 5.25 
Pee I, ME Fg oo i cc ct ccc ceadcccc: $23.85 


DEAL B—A Toastmaster Junior Toaster absolutely 
FREE with order for— rm—— MAIL THIS COUPON—— 


eee i " t ts Div., Mi li 
2 DeLuxe HospitalityTray Sets (1 Walnut, 1 Mahogany) McGraw Electric Co., Toastmaster Products Div., Minneapolis 
O Put us on your mailing list A-8 


1 Standard Hospitality T. t 
aid. Pp — ality Tray Set (Walnut) 7 0 Send broadside giving complete details 
1 y Automatic Toastmaster Toaster (2-slice) ee a als B Deals 


(Fillin number of deals wanted) 








2 Toastmaster Junior Toasters 
Please fill this order through..............-.-..++-++++5: 


Your Normal Profit ee ee a eee $ 39.10 (Fill in name of jobber) 
Extra Profit on Junior Toaster.............. 7.50 Send us direct the free sales helps offered on special deals. 
Be I MIE BD gona be keene se deecewese $46.60 


NN oe cd ssn wa eee ee CR ae 


FREE WITH EITHER DEAL! New Window and TOT ER TT VON Te ER eT Tee 


Counter Display Cards, Circulars, Envelope Stuffers, NE es onas dbdddenwin <samriomenaad | See  a 
Imitation Toast, Newspaper Mats and Cuts. 
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oH ()020 in Cash Prizes 


FOR WESTCLOX DEALERS! 


and the bigs Prize of 


increased sales for every dealer who enters 


NATIONAL 


WESTCLOX WEEK 


SEPTEMBER 19 to 26 


ES SIR! It’s your chance to win a 

handsome cash prize for a window dis- 
play. Read the details and send in your 
entry. You may win! If you dou’t—you 
still win—for the big prize money during 
Westclox Week rolls into your cash regis- 
ter in profits on clock sales. 

It’s the high spot season of the year for 
aggressive alarm clock selling. Vacations 
are over! Schools opening! Darker morn- 
ings make it easy to oversleep! 

Sell Them Alarm Clocks! 
Everywhere people are thinking of alarm 
clocks—needing alarm clocks. They'll buy 
alarm clocks, too, if you make it easy for 


them to select the clock they want and need. 

This year we're ready to equip you bet- 
ter than ever for this “natural” clock 
season. The finest line of Big Bens and 
Westclox we’ve ever made. A window 
display that “sings” with color and shouts 
an invitation to come in! Advertising that 
reaches right down into your own neigh- 
borhood—and reaches these millions of 
“clock-minded” folks surrounding your 
stores. A striking full-page picturing seven- 
teen Westclox clocks and watches in The 
Saturday Evening Post. The same array 
of Westclox in beautiful advertisements 
in Good Housekeeping and in leading 
Farm Magazines. 


THIS BEAUTIFUL DISPLAY FREE WITH ANY 12 WESTCLOX. MAKE YOUR STORE WEST- 


CLOX WEEK HEADQUARTERS. 3312 


INCHES WIDE, 24% INCHES HIGH. SIDE PIECES 


ll X 14 INCHES. 3 COLORS AND BLACK. DON'T DELAY ...PLACE YOUR ORDER TODAY. 
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Order Today! 

To secure the special Westclox Week display, 
simply order 12 Westclox from your wholesaler, 
assorted any way you wish. Clocks come from 
wholesaler’s stocks—display material direct from 
the factory—in ample time for Westclox Week. 

Ready! Get Set! Go! The goal is profit—the 
richest clock profit of the year. 


WESTERN CLOCK CO., LA SALLE, ILL. 


50000 


IN CASH PRIZES 


For the 44 Best Window Dis- 
plays During Westclox Week 











FOUR DIVISIONS 


Jewelry Stores—Drug Stores—Hard- 
ware Stores—Department Stores. 11 
eash prizes in each division—a good 
chance for all! Every Westclox dealer 
is eligible. Use your own display 
material or ours. 


ONLY ONE SIMPLE RULE! 


To enter—simply send in a picture of 
your window display taken during 
Westclox Week. Contest closes Mid- 
night, Oct. 3, 1936. 


Here are the prizes in your division: 
ist PRIZE... .. $80 
2ndPRIZE..... 28 
3rd PRIZE. .... 10 
NEXT 8 PRIZES 5 
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Remarkable New 
Riding Comfort 


The entire frame is flexible anda 
built-in spring connects rear fork and 
sprocket. Rear wheel rocks up and 
down on uneven surfaces, like’‘knee- 
action’’ wheels. Familiar road shock, 
bouncing and jarring of cycling are 
replaced by a ‘‘floating ride!"’ 
Other new features are: Clipper 
speedometer built into handle-bar 
stem in one piece, with cable con- 
nected through hollow aluminum 
truss rods. New-type chain guard fas- 
tened to sprocket eliminates rattles 
—sunken bolts minimize danger to 
clothing. Aluminum twin top-bar 
flexible construction protected by 
patents. List price of $49.95, f. o. b. 
Chicago, includes horn light, built- 
inlockand one year insurance policy 
against fire and theft. (Policy option- 
al on ail other Silver King models.) 
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BY NAMING 


THIS NEW SILVER KING... 


with Built-in Spring and Flexible Frame! 














eligible to enter. 


“Silver King.” 


as you like. 


plicate prizes awarded. 


OW can we describe in a name this sensational new Silver 

King that irons out bumps, absorbs jars, turns rough 
paths into boulevards} creates a ‘floating ride?’’ What shall 
we name it? 

Monark Silver King, Inc. will pay $100.00 to a distributor's 
salesman or dealer for the best descriptive name. You may win 
it! The simplest name in the world may be selected if it suits 
this years-ahead model! Can you use that hundred dollars to 
clean up bills or to cover vacation expenses? Sit down now 
and make your suggestions! First read the remarkable features 
of the bike —and the simple contest rules. Then submit as many 
names as you wish. This is your opportunity to win $100.00 in 
cash, payable immediately after contest closes, September 15, 
1936. So send in your entry today! 


Monark Silver King, Inc., 1242 North Homan Avenue, Chicago, Illinois 


SILVER KING 


The Aluminurnt Streamlined Bicycle 
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FOLLOW THESE SIMPLE RULES: 


1. Only Distributors’ sales- 
men and bicycle dealers are 


2. All names submitted 
must include the words 


3. All names become proper- 
ty of Monark Silver King, Inc 


4. Submit as many names 


S.Your entry must be mailed 
before midnight of Sept. 15, 
1936. No entries returned. 

6. $100.00 will be paid to the 
person submitting the best 
name in the opinion of the 
judges, who are the officials 
of Monark Silver King, Inc. 
7. The judges’ decision will 
be final. In case of a tie, du- 





Just 


Among 


Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


“Who Makes It?”— 


Our next issue will be the 1937 
edition of the Annual “Who Makes 
It?” Directory Number. It will 
be the largest and most complete 
reference book of its kind ever 
published in the interests of the 
retail and wholesale hardware 
trade. As our readers know, it is 
an up-to-date com pilation of 
sources of manufacture on the 
thousands of items sold through 
hardware channels, listed by 
products with brand names and 
jobbers’ brands listed to help lo- 
cate the goods. 

This issue, worth many times 
the annual subscription price of 
HarpwarRE AGE will be dated 
August 27, 1936, and should reach 
all of our readers on approximate- 
ly that date. If your copy does 
not arrive with reasonable 
promptness please notify us. There 
may be some delay in the postal 
delivery, due to its size, and 
weight, but it should be delivered 
within two or three days of its 
publication date. 

When you do receive your copy 
drop us a line indicating your re- 
actions to its usefulness in your 
own business and tell us how to 
make subsequent editions even 
more valuable if that is possible. 


This is the original “Who Makes 


AUGUST 13, 1936 


It?” Directory which this publica- 
tion has presented as a service to 
the industry for more than 15 
years. As a supplement to this 
service, our “Who Makes It?” De- 
partment is at your service to help 
locate the unusual items which are 
not listed. More than 6,000 such 
requests are received and an- 
swered every year by this depart- 
ment, which phase of our service 
has been available and in 
use by the hardware trade for 
more than 80 years. We are 
proud of this record and with 
your continued support can con- 
tinue to render this valuable and 
unique service. The advertisers 
in the Directory issue make its 
publication possible. They will 
appreciate a word from you indi- 
cating that you have noticed their 
messages (condensed catalogs) 
and find their advertisements in- 
teresting and helpful to you in 
your daily work. 


Executive Pay— 


Wholly inaccurate impressions 
of executive salaries have been 
widespread in this country due to 
the well publicized lists of very 
large incomes enjoyed by a rela- 
tively small handful of officials 
in a few corporations. Taken as 
a whole, current taxation faced by 


corporations represents approxi- 
mately 11 times the salaries, 
bonuses, etc., paid top men in 
American business. Says the Na- 
tional Association of Manufac- 
turers, following a representative 
survey among 694 companies in 
25 major industries: “Actually, 
executive salaries range from 
about one-third of the total pay- 
roll, in small businesses employ- 
ing from one to 25 persons, to | 
per cent of the total payroll, in 
large businesses employing more 
than 5000 workers. For the near- 
ly 700 companies covered by this 
study, the average was but 3 per 
cent of the total payroll. Few 
people, indeed, would contend this 
is a disproportionate amount for 
those who guide the destinies of 
business.” Comparing this aver- 
age to the taxes paid by business 
the association continues: “While 
3 per cent of the total payroll goes 
for such salaries, taxes equal 34 
per cent—or more than one-third 
—of the total payroll of this 
cross section of American indus- 
try.” This means that 11 times 
the amount paid executives to run 
a business at a profit (the only 
way business can continue and 
provide employment, etc.) is paid 
to government which often hires 
obviously incompetent men to run 
public affairs at great annual 
deficits and at the same time in- 
terfere with legitimate business. 


Spotlight— 

This manufacturer’s association 
recommends that the American 
people “turn the same spotlight 
of public attention on taxes that 
has been turned on executive 
salaries. Nothing could be more 
beneficial to the nation in its pres- 
ent situation. Let industry be re- 
lieved of a portion of this over- 
whelming tax burden, and it will 
be in a far better position to re- 
employ many of those who are 
now unemployed or on the public 
payroll. Some idea of the distance 
to which taxation has gone may 
be seen in the case of the oil in- 
dustry, where combined figures 
for the companies covered (in the 
survey), each employing over 
5000 persons, showed that taxes 
equaled 120 per cent of the total 
payroll and amounted to $2,111 
per employee.” If figures were 
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WINNERS IN COMMUNITIES 
OVER 10,000 POPULATION 
JENSEN BYRD COMPANY, 
Ist PRIZE $150.0 Spokane, Washington 
SAUER'S DEPARTMENT AND 
2ND PRIZE $ 79.00 HDWE. STORE, Memphis, Tenn. 
GADSDEN HARDWARE COMPANY, 
3RD PRIZE $ 50.0 Gadsden, Alabama 
SUMNER COMPANY, 
4TH PRIZE $ 25.00 Voncton, New Brunswick 
10 PRIZES OF $10 EACH 
VALENTINE HARDWARE COMPANY... .. Boulder, Colorado 
PIERCE HARDWARE COMPANY... Taunton, Massachusetts 
IMPERIAL HARDWARE COMPANY. .Long Beach, California 
VONNEGUT HARDWARE ComMPANY. Indianapolis, Indiana 
MOOMEMY MOTUS. ..... nec cc ect Saginaw, Michigan 
KNIGHT & WALL COMPANY............. Tampa, Florida 
RONALDSON & PRICKETT CO. . 
SMITH & WINCHESTER COMPANY. . 


RAILEY-MILAM COMPANY............... Viami, Florida 
WEST-SIDE HDWE. €O.. 324 W. Ferry. Buffalo, New York 


.. Baton Rouge, Louisiana 
Jackson, Michigan 


, ‘tf 
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‘1936. No. 1547 


x.¥. 20788 


THE WINNERS OF THE GARDEN 
TOOL WINDOW DISPLAY CONTEST 


WINNERS IN COMMUNITIES 
UNDER 10,000 POPULATION 


Ist PRIZE $150.00 I. E. SWIFT & COMPANY, 


Houghton, Michigan 


nap PURE GLE © MOM goo, 
3R0 PRIZE $ 50.0 


CONGDON & MARSHALL, 
Dunnville, Ontario 
STANLEY HARDWARE COMPANY. 
4TH PRIZE $ 25.00 Albemarle, North Carolina 


10 PRIZES OF $10 EACH 


SMITH BROTHERS................ Hamburgh, New York 
D. COHEN & SONS........ .. . Bloomingdale, New York 
ONG 5.3.0 a icke Foy aa Manlius, New York 
MILLER HARDWARE COMPANY....... Princeton, Indiana 
SUTTON HARDWARE................. Howell, Michigan 
O. Ki HARDWARE STORE... ........05-«%- Delaware, Ohio 
HENSLEY HARDWARE CO... . West Milwaukee, Wisconsin 
M; WIIGCMRE &.SON....:..05 5.655665 0csea05 Elmira, Ontario 
HUBBARD HARDWARE COMPANY... Blytheville, Arkansas 
JAS. S. NEILL & SONS...... Fredericton, New Brunswick 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


€ 


SEE LATER ISSUES OF THIS MAGAZINE FOR DETAILS OF ANOTHER CONTEST 
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available for the same study of 
salaries and taxation in the hard- 
ware business this picture could 
be more easily driven home in our 
own thinking. Yet the principles 
involved are the same. Our local, 
state and federal public payrolls 
are eating up the very limit of our 
ability to pay as individuals and 
as corporations. The tragic part 
of the story is found in the docile 
way we accept or overlook so 
many staggering “hidden taxes” 
because when we pay or buy we 
see only a net amount and do not 
know how much of the total has 
been caused by taxes along the 
way. 


Three Examples— 


For example, Herbert F. Powell, 
in the Farm Journal, estimates 
that in the sale of every roll of 
fence the consumer pays a total of 
191 taxes. In the same publica- 
tion Charlotte Hubbard Prescott 
figures that 126 taxes are paid 
in the purchase of every pair of 
shoes and a total of 125 taxes 
in each new dress bought by 
American citizens. This terrific 
tax toll, mostly hidden by being 
added to the costs of production 
and distribution escape our normal 
attention. We know that prices 
seem high but seldom know the 
reason why this is so. Then real- 
ize that some of this tax money 
is being used to foster the Con- 
sumers’ Cooperatives movement 
which if successful will curtail 
the opportunity for future security 
in the retail hardware business. 
This fact reminds me of an old 
story. 


Here’s the Story— 


The story comes from the court- 
room where two men are up on 
charges of disturbing the peace by 
indulging in a street brawl. The 
aggressor explains his reasons as 
follows: “Bill, here, didn’t have 
any teeth and had a date with a 
girl. I loaned him mine and he 
didn’t return at the promised hour. 
I went out looking for him and 
met him in the park courting my 
girl. I went up to him and he 
just laughed at me, and with my 
teeth too, and that is what made 
me mad and IJ started the fight.” 
Just so are Consumers’ being 
nursed along, in part with public 
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funds which means tax money paid 
out by retail merchants. 


Cooperation— 


In the past 20 years I have at- 
tended hundreds of conventions 
and never do I recall a session 
(nor hardly any speaker) which 
did not stress “the urgent need of 
more and better cooperation.” 
Always it is said that there is a 
complete lack of cooperation. 
Often I have thought that coopera- 
tion is the most discussed and least 
practiced factor in our daily busi- 
ness life. Now I am of the opin- 
ion that there is plenty of coopera- 
tion, perhaps too much, but in the 
wrong places. Dealers report co- 
operation between state operated 
universities and farm cooperatives 
selling in competition with retail 
stores and likewise cooperation be- 
tween farm agents and the 
“Coops.” Just how far this co- 
operation goes is not certain. But 
universities supported by the state 
operate on tax money. Farm 
agents’ expenses and salaries must 
also come from tax funds. And 
as merchants pay taxes the whole 
plan of such cooperation is costly 
to the merchants. Cooperation 
among department stores, chains 
and mail order firms to defeat fair 
trade laws in many states and 
their recent combined efforts to 
fight the Robinson-Patman Bill 
are likewise cooperation but in the 
wrong place and among the 
wrong people as far as hardware 
trade interests are concerned. 


Patman Law— 


In our last issue Felix H. Levy, 
Esq., gave an authoritative legal 
opinion on the recently passed 
Robinson-Patman Act. His mess- 
age and the text of the law itself 
have been reprinted in a handy, 
pocket-size booklet. Copies of 
this are available upon request. 
In quantity lots these booklets are 
available at the nominal fee of 
five cents each. Single copies with 
our compliments. This new law is 
the most significant and important 
legislation ever passed in this 
country in the interests of inde- 
pendent retail merchants. It evi- 
dences a striking change in the 
attitude of Congress toward the 
struggle which has been going on 
for the last decade—a struggle by 


the independent retailer for the 
right to live. The Congress of the 
United States now takes its place 
on his side. It is a wholesome 
event and of historical _impor- 
tance. In principle it is sound and 
essential to the future welfare of 
the independent retailer. It recog- 
nizes that inequalities in price 
have not always been premised 
on bona fide economies of distri- 
bution and imposes on manufac- 
turers the stern duty of business 
fairness and equity. If it did not 
have such teeth in it there would 
be no opposition from chains. 
mail order and department stores. 
Our mail on this subject is heavy. 
It is quite apparent that many 
manufacturers have been double- 
dealing with the hardware trade 
and cannot, under this new law. 
continue to provide the extras for 
the chains to the detriment of the 
independents because the chain 
business does not warrant the spe- 
cial prices. This I have always 
maintained. 


Constitutionality— 

There is naturally much argu- 
ment as to the legality of the 
Robinson-Patman Law. Some of 
its clauses are clumsily phrased. 
confusing and perhaps impossible 
of enforcement. Be that as it may. 
it is safe to predict that, if any 
portions of this law are declared 
unconstitutional by the Supreme 
Court, the true substance of the 
Robinson-Patman Law will re- 
main unimpaired, for the reason 
that the prime purpose of this new 
law in greatly enlarging the pro- 
hibitions against price discrimina- 
tion will not be affected. Should 
such an adverse decision come 
from the Supreme Court there is 
every reason to believe that the 
next Congress will promptly rem- 
edy the situation and in the end, 
perhaps, present even stronger and 
more drastic legislation than the 
existing Robinson-Patman Bill. | 
say this, based on my talks with 
competent and well-posted per- 
sons. A legal form of protection 
for the smaller business is defi- 
nitely at hand. It may require 
more time, more worry, more 
hard work and all that, but the 
trend toward such economic con- 
trol against a minority monopoly 
of distribution facilities is under 
way. 
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Editors’ Note:—The author 
is the son of Frank 
Kozelka, Chicago hardware 
merchant and past presi- 
dent of the Chicago Retail 
Hardware Association and 
incumbent chairman of 
that group. Professor 
Kozelka is making an an- 
alysis of European eco- 
nomic conditions and giv- 
ing particular attention to 
retail hardware practices. 
This letter was originally 
written to the Chicago as- 
sociation with whose per- 
mission it is reprinted 
here. 





PROF. R. L. KOZELKA 


HE established Vienna mer- 
| chant is in an_ enviable 
position, if laws can pro- 
tect the retailer. The small store 
is shielded from the threat of new 
and unwelcome competition and 
the public is assured of experi- 
enced, specialized service. Such 
is the intention of the retailing 
regulations which are designed to 
keep the number of stores down 
to a reasonable number. 
The Great War and its misfor- 
tunes are indirectly responsible 
for the present situation of the re- 


tailers in Vienna. If all our 





Downtown Vienna 


Federal machinery of govern- 
ment were moved to New York 
City, we would have a rough 
illustration of the relation of 
Vienna to the old Austria-Hun- 
gary Empire. Then if a disas- 
trous war should result in the 
creation of new countries out of 
New England and all of the re- 
mainder of the United States ex- 
cept New York State, the rough 
illustration would resemble the 
relation of Vienna to the present 
republic of Austria. In fact, the 
illustration favors New York, be- 
cause much of present Austria 
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s Regulated 


consists of some of the finest 
mountain scenery in Europe, 
which is inspiring to behold, but 
not to be compared with the fac- 
tories and rich dairy country of 
New York State for supporting a 
large population. 

When the war ended, there was 
no more need for the large staff 
of civic employees, and the army 
officers, who formerly served a 
country of fifty million. Austria 
now consisted of only six million, 
and these highly trained govern- 
ment employees and the young 
people in training to succeed 


them, had to find other livelihood. 


Retailing in Vienna entails no dis- 
play problem. 
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Only a comparatively small num- 
ber could enter the manual trades, 
because these were well organized, 
with strict regulations concern- 
ing apprenticeship and the pro- 
portion of apprentices to master 
workmen. The professions of 
law and medicine required a long 
and expensive education, and 
were already crowded. The only 
remaining outlet was in retailing, 
especially retailing in Vienna, 
since the city has been the goal 
for generations of every person in 
the employ of the national gov- 
ernment. 

Another Austrian misfortune 
added impetus to the flow of new- 
comers into the retailing field. 
When the dangers of inflation be- 
came alarming in 1923, the 
former government employees, 
who had been accustomed to 
working on a fixed salary and 
saving as much as possible for 
a dignified old age, saw their sav- 
ings about to evaporate, through 
no fault of their own. While the 
value of a savings account may 
vanish under such conditions, the 
value of a retail stock does not. 
in fact, it may increase. Hence. 
the additional incentive for open- 
ing a retail store. 


Regulations 


The ill effects of overcrowding 
in the retail field became notice- 
able when depression settled on 
Austria. The Viennese retailers 
are powerful in numbers, although 
the typical store is much smaller 
than the American store. There- 
fore, certain regulations were 
adopted by the city government, 
to remedy the situation. No one 
is allowed to start a retail busi- 
ness unless he has had from three 
to five years’ experience in a store, 
as a clerk or manager, and he 


By R. L. KOZELKA 


Professor of Economics, University of Minnesota 


must pass an examination. No 
one is allowed to open a new 
store, or move to a new location, 
if such an action unduly injures 
the business of an established 
store in that locality. The stores 
in the affected neighborhood must 
give their approval before a 
license is issued, and it becomes 
a struggle of influence on the 
license commissioner. Retailers 
are expected to stay within their 
own special lines. The shoe store 
may sell shoes but not repair 
them. The hardware man may 
sell locks but not make keys. The 
dress shop may sell dresses but 
not make alterations. Department 
stores are not allowed to sell 
groceries. Laws setting minimum 
prices are beginning to appear, 
with some grocery prices coming 
first. Some of the trade unions 
had flourishing _co - operative 
stores, but these were discouraged 
by the change in government, 
since the unions are much more 
closely tied up with local affairs 
in Vienna than in the United 
States., Chain stores are not en- 
couraged. Variety stores, like the 
Woolworth stores which occupy 
important corners in Berlin, are 
conspicuous by their absence in 
Vienna. 7 

Peddling and house-to-house 
selling are forbidden by law and 
discouraged by large signs on the 
doors, but flourish through a 
weakness in human nature. Since 
it is illegal, if a peddler appears 
at the door, he must have some- 
thing extra good, or he wouldn’t 
dare appear. At. least, so rea- 
sons the householder, and the re- 
sult is the same as it has been for 
centuries. Begging is another 
illegal problem for the retailer. 
However, depression knows no 
nationality, and Vienna still re- 


(Continued on page 72) 
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Key to display tables and sections Potter Hardware Co., Westwood 


Village, Los Angeles. 


A—Wall display of Enamel, Aluminum, Tin- 
ware. 


B—Wall case and drawers for small tools, 
padlocks, etc. 


C—Wall display and case for screws, hinges, 
metal knobs, 

D—Warehouse for oils, bolts, pipe fittings, 
glass, etc. 

E—Cooking utensils, stainless steel goods. 

F—Pyrex and cast iron goods. 

G—Paper picnic supplies. 

H—Dish cloths, pad holders, etc. 

I—Household electric supplies. 

J—Fishing tackle. 


K—Wrapping counter, with screen wire in 
bins underneath. 


L—Nail bins. 
M—wWall case for hammers, hatchets, etc. 


Toy department on the balcony to the right, while at the rear left on the bal is 
builders hardware stock room, poultry netting. Office in the rear of the Chico. To the 


N—The Week’s Specials. 
O—Percolators, Toasters, etc. 


P—Electric Goods, Flower holders, Bonny- 
ware, etc. 


Q—Small homewares, bread boxes. 
R—Cutlery case. 

SS—Small tables set with breakfast ware. 
r'—Complete dinner and glass set-up. 
UV—Cambridge glassware. 

W—Pottery. 

X—Pottery. 

Y—Mexican glass. 

Z—Paints in front of paint department. 


ZZ—Household brushes, polishes, etc. 

Room ZZZ—Housewares, fire place sets, 
brooms, lawn mowers, steel goods. Bath- 
room fixtures. 


let. 





right of which is the garden and beach furniture. 
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OW a hardware store can 
H build a good satisfactory 

business through the ac- 
tive cooperative teamwork of out- 
side salesmen and inside sales- 
people is exemplified by the Pot- 
ter Hardware Company, whose 
smart store is in the Westwood 
Village district of Los Angeles, 
Calif. 

Here the outside builders’ hard- 
ware man contacts the various 
nearby architects, contractors and 
builders, and gives such first- 
class personal service to the new 
home owners that this desirable 
trade naturally gravitates to Pot- 
ter’s for their future homeware 
and hardware needs. - 

True, the store has an excellent 
neighborhood location, has a most 
pleasing exterior and interior ap- 
pearance. But the work of the 
outside salesman is most vital in 
bringing the resources of the 
stock, the reliability of the house, 
plus the friendliness of the store’s 
personnel directly to the atten- 
tion of the constantly growing 
numbers of new home owners in 
this section. 

Due to the many new homes 
which have been built, are in 
the process of erection and will 
be built in the future, builders’ 
hardware is a major line. House- 
wares, however, form the very 
backbone of the business, so the 
entire merchandising plan is built 
around these departments. 

A fine system of getting new 
trade into the store is in opera- 
tion. A great majority of the 
newcomers to this section build 
their own homes, so the builders’ 
hardware man, Fred Walter, 
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' Based on Builders Hardware 
Housewares 


makes the first contacts with 
these folks through his personal 
activities. This department oper- 
ates on a fairly low mark-up that 
is consistent with good business. 
It is always maintaining a full 
stock of all the new things for 
this is a section of highly in- 
dividualized homes and estates. 

af The main job of Walter’s is 
4 not so much to sell builders’ 
; hardware as it is to sell Potter’s 
as a thoroughly reliable, alert 
hardware store which is mainly 
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by interested in giving superlative 
i service. In other words, it is the 
4 house policy to build a life-long 
clientele through the builders’ 
hardware business. So far, dur- 
: ing these eight years of business, 
= this has proved to be a genuine, The Potter Hardware Co.’s fine store in the Westwood Village district of Los 


lasting, goodwill } making pro- Angeles, presents the appearance of a modern merchandising machine. 


gram. 
As a first-rate example of good making these new customers bet- 
store teamwork, the next step in ter acquainted with the store is 
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(Continued on page 73) 





by having Mr. Walter introduce 
“ them to Miss Johnson, under 
4 whose immediate supervision are 
; glass, pottery and chinaware. Af- 
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ETTING people into the 
(> store is an axiomatic rule 

of successful retail sell- 
ing. In promoting hunting, skeet 
and trap supplies and all that 
goes with them, there are two 
main attractions that work to- 
ward this end like magnets— 
first, service in its fullest mean- 
ing, and, second, the creation of 
a sports club atmosphere. 

Put a well-informed sportsman 
in charge of the department and 
campaign. See to it that he reads 
all of the manufacturer’s litera- 
ture, so that he can not only 
answer all likely questions, but 
can make, without being queried, 
suggestions to the customer, such 
as, what type of load is needed 
for a specific gun, or what gun 
suits each particular purpose best, 
and how to handle and take care 
of any and every gun available. 
Even the best informed sports- 
man—salesman that can be had 
will gain from the manufactur- 
er’s literature much additional 
information that will prove a 
sales help. 

Know the game laws. Write 
to the state game commissioner 
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tor Dollars—-and How 


at your state capital for them. 
Study the regulations thorough- 
ly. Post them in your store. And 
give out copies free of charge; 
you can obtain extra copies for 
distribution, or, if necessary, have 
the regulations mimeographed, to 
distribute in the store, and to en- 
close in circular letters. 


Game Laws 


Find out about local game by 
making a survey at least a month 
ahead of the hunting season. This 
is best done by driving around 
the nearby country, and this plan, 
incidentally, will give you good 
sales opportunities in the per- 
sonal contacts which you make. 
Often farmers are glad to make 
arrangements whereby they per- 
mit well-behaved sportsmen to 
shoot on their farms, paying to 
the farmer so much for each bird 
killed. Sometimes the farmer’s 
wife will serve lunches, at a fixed 
charge, to hunters. In making 
the survey, start a card index file 
with complete information in re- 
gard to each farm, keeping a 
record of those who object to 
hunting as well as of those who 





welcome it. A certain amount of 
this information can be obtained 
by querying your farmer cus- 
tomers when they come to the 
store, but a field survey is essen- 
tial. 

Service your customers’ guns, 
whether or not there is much 
profit for you in this service. As 
a rule the customer does not 
know where to get his guns 
looked over and repaired, and in 
addition he dislikes the bother, 
especially if it means sending a 
package out of town. Find out 
about local repair services; or., 
if necessary, take care of the 
sending of the guns to repair men 
in larger cities. Apart from 
drawing customers for the cam- 
paign in question, this service 
gets people in the habit of liking 
and depending upon the con- 
venience of local service. 

Issue hunting licenses. In most 
states any reputable dealer can 
obtain this privilege by writing 

(Continued on page 57) 
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Politics is Riding the 


THE DEMOCRATIC NATIONAL CONVENTION, at Philadelphia, pledged: 


“We will act to secure to the consumer fair value, honest sales, and a decreased spread 
between the price he pays and the price the producer receives.” 


SECRETARY OF AGRICULTURE WALLACE, in Scribner’s Magazine, announces: 


“that free competition must be abandoned in favor of consumers’ cooperatives.” 


PRESIDENT ROOSEVELT IN JUNE APPOINTED a Commission 


to spend the summer across the Atlantic “studying” cooperatives. 


WISCONSIN LEGISLATURE PASSED A LAW IN 1935 


making “cooperative marketing” a mandatory subject to be studied, not less than two 
years in all schools within the state. See page 25. 


EDITOR’S NOTE :—Consumers’ Coopera- 
tives offer a phase of competitive activity 
which at present is very serious. With 
Federal and State government aid or ap- 
proval there is an almost certain growth of 
this movement in the United States, with, 
perhaps, the use of public monies to finance, 
organize and subsidize consumer coopera- 
tives. Such monies being raised through 
taxes which American merchants themselves 
pay in ample share, there is in this problem 
the disquieting realization that merchants 
are literally furnishing part of the money 
which may be used to eliminate them from 
the distribution picture. This article by 
Mr. Haring first appeared in Distribution 
and Warehousing, a publication affiliated 
with HARDWARE AGE. It is addressed 
primarily to the warehousing industry, but 

many points of basic interest to all 
businessmen in this country. In subse- 
quent issues, HARDWARE AGE will 
present further authentic data on the 
Consumers’ Cooperatives activities. 


By H. A. HARING 


WO or three times within 
fifty years “consumers’ co- 
operatives” — commonly 
called “cooperative retail stores” 
—have sprung up in this coun- 
try. The last time of important 
development was between 1917 
and 1920. Each occasion was fol- 
lowed by collapse so far as real 
volume was concerngd. Here and 
there, especially among foreign- 
speaking populations, an isolated 
cooperative store has persisted; 
but, as a whole, the promoters’ 
efforts quickly disappeared into 
nothingness. 
Laws of 34 States favor these 
consumers’ cooperatives. Orig- 
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Cooperative Movement 


inally, statutes permitted such 
retailing only for farm fertilizer 
and feed; then farm machinery 
was allowed; then a wide-open 
policy came into the legislation; 
so that, within ten years, nearly 
every State approved cooperative 
retailing of all goods, including 
food and drags and clothing. 

The cooperative organizations 
are favored for local property 
taxes; they are usually exempt 
from State income and profits 
taxes; and in the Federal income 
tax they are only lightly touched. 

The cooperatives, too, have 
ceased to be primarily farmers’ 
organizations. They have sup- 
plemented the old “company 
store” at coal mine and lumber 
camp. They exist in steel mills 
for benefit of the lowest class of 
unskilled labor. They have 
sprung up in places large and 
small as_ neighborhood stores. 
They thrive at nearly every col- 
lege in the land. 

The weakness has been internal. 
Properly managed, a retail co- 
operative ought to earn dividends 
for those who trade with it. Yet 
many of them go up amid a 
storm of bitter feeling and a 
welter of charge and counter- 
charge. 

If you have ever tried to hold 
ten friends to working together 
for several years, or a dozen 
neighbors, you will know why 
these cooperatives break up. 
Much more is the difficulty when 
several hundreds compose the 
group. The cooperative fails 
merely because a quarrel is in- 
evitable. 

A contributing cause is that, 
to succeed, the organization must 
have good management. The right 
manager will command a bigger 
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American Commission Studies Swedish Cooperative System 


At the expense of taxpayers, including independent wholesale and retail hard- 
ware men, an official U. S. A. Commission is spending the summer in Sweden 
studying the Consumers’ Cooperative movement in that country. Should their 
findings encourage the further development of such activity in this country, hard- 
ware merchants will have helped finance a study, through taxes paid the federal 
government, which threatens the very existence of the retail hardware business. 
The commission was appointed by President Roosevelt whose administration dur- 
ing the late NRA era favored farm cooperatives with exemptions and other con- 
siderations, in various codes. This photograph was taken outside of the head- 
quarters of the Swedish Cooperative Union in Stockholm, Sweden. From left to 
right, these four men are: Albin Johansson, head of the Swedish cooperative sys- 
tem, Leland Olds, Jacob Baker and Chas. E. Stuart. The latter three are members 
of the American commission, sent abroad by the Administration to study the 


Swedish system. 
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salary than the income of any 
member, and that salary will 
eternally be a sore finger for 
trouble. 

A third cause is that they are 
launched with high hopes for 
generous patronage dividends, 
or greatly lower prices for 
goods, and these results have 
been easier to promise than to 
realize. Only in rare instances 
have the returns been satisfac- 
tory to members over a_ period 
of years. Explanations allay 
their grumbling one year, pos- 
sibly two; but in the end, dis- 
affection ends the venture. 

Out of the depression, how- 
ever, the cooperative retail 
stores have arisen once more. 
Probably the gas and oil coop- 
eratives are most conspicuous 
for popularity. Some 2,000 co- 
operative filling stations now 
supply their members a dozen or 
more automobile items. Wiscon- 
sin boasts a grocery cooperative 
chain with 130 stores. In all 
a claim is made for 6,500 co- 
operative retail stores in this 
country, with more than 2,000,- 
000 “members,” and a volume of 
business in 1935 of about $500,- 
000,000. 

Cooperatives base their appeal 
to buyers on two potent claims: 

1. Prospects are led to believe 
that retailers and middlemen make 
unfair profits. By a cooperative 
movement the “members” hope to 
retain these large profits for them- 
selves. 

2. The patronage dividend, at 
the year-end, comes in a lump 
sum and is for that reason im- 
pressive. Each dividend arouses 
new enthusiasm for buying more 
exclusively from the “store.” 


Successful in Europe 


Although cooperatives have 
never been conspicuous in this 
country until recently, they have 
been successful in Europe. A 
few have been much publicized. 
Conditions over there are differ- 
ent, but the promoter overlooks 
those peculiar circumstances and 
brings to America nothing but 
glowing accounts of the suc- 
cesses. Both in England and on 
the Continent the cooperatives 
do much of their own manufac- 
turing. They operate great cloth- 
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ing factories, flour mills and soap 
works, packing houses and furni- 
ture factories, printing and book- 
binding companies, canneries and 
breweries; they make drugs and 
pianos, hosiery and underwear, 
paint and hardware, tobacco and 
tinplate. 

Our New Deal has imported 
one European experiment after 
another to try on us. Now it is 
contemplated to ride the economic 
leaning to cooperatives by further 
publicity. In June the President 
appointed a “commission” to 
spend the summer across the At- 
lantic “studying” this movement, 
and the Democratic platform in- 
dorses the scheme. 

During the summer, each Mon- 
day morning, American news- 
papers have been carrying about 
a column under a foreign date 
line as a part of the publicity of 
this “commission.” Each week 
they announce with great praise 
the cooperative practices of one 
of the 24 countries where the 
movement has started abroad. The 
purpose is to prepare our people 
for a wave of organizations in the 
late months of 1936. 

These reports show that in sev- 
eral countries of Europe the co- 
operatives control a fifth of all 
selling at retail. They have 
gone heavily into manufactur- 
ing, with the announced purpose 
of taking away profit from pri- 
vate initiative. To this end, in 
those countries, cooperatives are 
manned by Government ap- 
pointees. The whole movement 
is, in those countries, merely 
another phase of government 
taking over business and such 


is the undoubted purpose of its 
advocates in this country. 

Politics therefore is riding the 
cooperative movement. 

Whether this country will go to 
the extreme of allowing Govern- 
ment employees to dominate the 
organizations is doubtful. There 
is not the least uncertainty, how- 
ever, on the other point—namely, 
that consumers’ cooperatives will 
show great growth within the next 
year or two. 

Regardless of New Deal, the 
scheme has a strong appeal to 
some of the public who will flock 
into membership, hoping to profit 
thereby. What will happen is 
already evident, because in small 
town and large city, in industrial 
East as well as the agrarian West, 
stores are opening up. 

Early in October a great con- 
vention of these cooperatives is to 
meet in Columbus, Ohio, at which 
time we may expect glowing re- 
ports from the European “com- 
mission” and much publicity for 
the cause. 

Therefore it is apparent that 
natural conditions in this country 
may favor cooperative retail stores. 
The many newly-organized units, 
even in the large cities of the East, 
attest this fact. Here lies the eco- 
nomic foundation for the move- 
ment. Atop this circumstance is 
the political phase: the cause is 
becoming popular and therefore 
it is given a boost by politics in 
that endless attempt to make the 
common man believe he is doubly 
depressed. 

We shall hear much of coopera- 
tive retailing in the coming four 
months. We shall see much of it. 





Consumer Cooperatives 


The subject of Consumer Cooperatives is increasingly 


important to retailers. Subsequent issues of Hardware 


Age will contain vital articles and information dealing 


with their development. 
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Three Little Words: 





‘And Cooperative Marketing 


added to Wisconsin state law governing educa- 
tional activities forces every school child to study, 
not less than two years, the subject of “‘cooperative 
marketing,”’ which usually leads to consumer- 
operated, non-profit stores competing with inde- 
pendent merchants whose tax monies are used, in 
part, to their own detriment. 


r JHE arrows point to a line 
which has three little words 
in bold face type. These 

are “and cooperative marketing,” 

which adds this study as a sub- 
ject of mandatory teaching in 
all Wisconsin schools, rating it 
basically with the well-known 
three R’s. These three words rep- 
resent an amendment to a Wis- 
consin law, printed here in full. 

This amendment was passed in 

August, 1935, with an Assembly 

vote of 76 to 6 and a Senate 

vote of 15 to 13. It received 

Governor Phillip LaFollette’s 

signature on August 23, 1935, 

and as stated became effective as 

part of the state’s school laws 
on September 1, 1935. Previous- 
ly the Senate of Wisconsin turned 
down this amendment, but the 
change was finally approved and 
presented to the Governor for sig- 
nature. According to newspaper 
men whose duties keep them in 
close touch with Wisconsin state 
affairs at the capitol in Madison, 
Wis., this change in the funda- 
mental state school laws “went 
through” with relatively no fuss 
nor mention, and received only 
casual attention when signed by 
the Chief Executive of the state. 
It is unquestionably a major vic- 
tory for the consumer coopera- 
tives and in the process of law 
making had little or no organized 
opposition as only a limited few 
knew the bill was in progress 
or paid any attention to it. It 
is reasonable to believe that simi- 
lar legislative efforts may be ex- 
pected in other states having an 
important rural population, as in 
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this country the cooperative move- 
ment has had its greatest growth 
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high school and vocationa’ 
essential instruction In co-ope 


co-operatives. 
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tial instruction in co-operative 
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CHAPTE® 397 LAWS OF 1935. 





To ane seheection C) po the statutes, relating to the 
( - 


The people of the state of Wisconsin, rep 


: tion 3 
SECTION 1. Subsection (1) y a writing, spelling, Eng- 


—e co-ope ting, history and civil gov- 
‘aaa 7 ited ony a ‘Wisconsin, citizenship and 
“ as the board may oe 
school. All instruction shall 
that the board may cause 
to be taught to such pupils as desire it, no 
jons are added t 
uiesy (ii) CO-OPERATION. agp 
1 school shall prescribe adequa 
rative marketing 


G. The governing boards of the 
state teachers’ colle 
shall provide in their respective ae on eS 


AL. The state superintendent ot public 


h 
iversity shall co-operate in 
pony teachers in Le asi ° 
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= far pgm Pron in anv of the schools of the state in the 
list of material now in pamphlets or 
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4) TEACHERS CERTIFIG 

for = teaching of the —_ in econ 
pon fo omen y ae shall’ be ‘required. 
SECTION 3. This act shall take e 


-operative Wholesale, Superior, Wisconsin. 
ie 


among the farm population. Hun- 
dreds of farmer cooperatives have 
started cooperative marketing 
units which quickly leads to a 
cooperative gas station, grain 
elevator, fertilizer depot and 
then something approaching a 
cooperatively owned and operated 
general merchandise store. 
The development of the Con- 
(Continued on page 68) 
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Overhead 
Plus Underhand 


Another story of hardware store investigation that 


HE employer in this story, 
like so many others, was sure 


his salespeople were ll 
above reproach in the matter of 
honesty, but he was unwilling 
to make a test that would prove 
his statement. This despite the 
fact that he was placing tempta- 
tion in their way every hour of 
the day. The offending party in 
this story, it will be shown, 
neither deserved nor returned the 
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“Yes,” he said, “I lied to you. I have 


about $18,000 in the bank.” 


recovered misappropriated cash 


friendly feeling his employer en- 
tertained for him. 

This employer was persuaded 
to demonstrate the services of- 
fered by the writer, more as an 
experiment than any need in his 
own establishment. He trusted his 
men implicitly. One of them had 


been a life-long friend and ac- 
quaintance. They grew up to- 
gether from boyhood. This par- 
ticular employee was apparently 
very devoted to the business, even 
to the point of insisting upon be- 
ing in the store a half hour ear- 
(Continued on page 58) 
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MINIATURE REVOLVERS, WOT HALF AS LOWG 
AS YOUR MIDDLE HIM/GER , THAT REALLY SAOOT 
ARE PART OF THE MINIATURE COLLECTION OF 

J. CHARBNEAD) OF GPOKANE, WAGHINGTON... 


| WHO ALSO HAS 


enol 


A COMPLETE SET OF 
CARPENTERS TOOLS THAT FIT 
INTO A BOX NOT AG BIG AS THE 
PALMA OF YOUR HAND 
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ISIAIGLAGS \G NOT GLASS, 
BUT THE PRODUCT OF THE 
AIR BLADDER OF THE 
STURGEON.... THE F/GH 
WHICH ALSO GIVES 


/ CENTURY FARMERS /.....- THEY WERE 
CAVIAR ! 


LANTERNG MADE OF 


TURNIPS WERE ONCE USED BY I8TH 
“L/S 


MADE BY SCRAPING THE /A/SIDE UKTIL 
A CANDLE LIGHT WOLILP SHINE THROUGH THE SKuL.. 
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firm 


Revere, Mass., 
finds installation of 
new tables and fix- 
tures produces in- 
creased sales through 
and 


easier display 


time saving. 











ITH merchandise more 

\ \ easily accessible and with 

far greater visibility of 
attractive displays, improvements 
at the Beach Hatdware Com- 
pany’s store, 203 Shirley Avenue, 
Revere, Mass., have resulted in 
a much larger volume of busi- 
ness for the proprietor, Mrs. Etta 
Koritzky. The business, always 
at the same location, was estab- 
lished 15 years ago by Aaron 
Koritzky. Since his death last 
June, Mrs. Koritzky has operated 
the store. 

Five display tables in the cen- 
ter of the store, which is 50 feet 
deep and 20 feet wide, with 
aisles 48 inches wide on each 
side, and three feet between, are 
arranged so as to allow custom- 
ers easy access to all. The ade- 
quate aisle space also encourages 
a better circulation of street traf- 
fic. Related merchandise is shown 
together on the tables and wall 


usiness to Koritzkys 


Operators of Beach Hardware 


fixtures, and the new equipment 
is so designed that the store can 
properly display a much larger 
proportion of its stock than could 
be shown with the former old 
style fixtures. 

The segregation of merchandise 
makes it possible for the cus- 
tomers to quickly select what 
they want. As the time required 
to serve customers has been re- 
duced, a large number of cus- 
tomers are being more efficiently 
waited on. Furthermore, they no- 
tice articles they might not other- 
wise see. Frequently they buy 
something they did not expect to 
buy when they came in. 

Patrons of the store have made 
many favorable comments on the 
improvements and some of them, 
entering the store for the first 
time since the change had been 
made, thought they were in the 
wrong store. They are attracted 

(Continued on page 76) 
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E have all heard of a 
\ fool’s paradise. I am 

wondering, however, if 
there is not a fool’s paradise where 
men who have died foolishly get 
together in the next world. People 
die suddenly in all sorts of foolish 
ways. There is the aviator, for 
instance, who made a great dan- 
gerous flight and then broke his 
neck slipping on a banana peel. 
There is the veteran who went 
through countless battles and then 
killed himself by his awkwardness 
in loading a rifle. There are end- 
less numbers of cases of hunters 
who regularly bump themselves off 
dragging their guns after them 
climbing a fence. Many such 
cases could be repeated of people 
who die foolish and unnecessary 
deaths. All of them are fit candi- 
dates for the Fool’s Paradise Club, 
and as this story will indicate, I 
myself am entitled to a charter 
membership. 

Returning from the West re- 
cently on the Twentieth Century, 
I picked up Field and Stream in 
the club car, and as one of a series 
of articles on narrow escapes, read 
a lion story. This story was so 
well told and so exciting that it 
gave me quite a thrill. The author 
also came near being a candidate 
for the Fool’s Paradise Club when 
he borrowed a rifle from a friend 
and did not notice that this rifle 
had a hammer. The lion almost 
got him because he thought he was 
using his own rifle which was 
hammerless and had a safety de- 
vice. He was trying to stop the 
lion’s charge by pulling the trigger 
of this borrowed rifle when the 
hammer was down. 

Here is my story. The real and 
would-be sportsmen of Colorado 
in the old days used to foregather 
around the old Cannon stove in 
the rear end of Bostwick’s sport- 
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Vacations Are Dangerous 


By SAUNDERS NORVELL 


ing goods store in Denver. Here 
during the fishing season we heard 
all the tall stories about trout 
fishing in the streams of the state. 
In those days there were even 
plenty of bear and deer in Colo- 
rado. However, this is a fishing 
story and tells how a good one 
dollar leader and the desire to 
save that leader came within an 
inch of costing me my life. 


A Good Salesman 


Harry Bostwick was a good 
salesman. He told me the fishing 
was fine in White River in Routt 
County between Meeker and 
Steamboat Springs. He explained 
the best way to get to these happy 
fishing grounds was to take the 
D. & R. G. express to Glenwood 
Springs, then a local to the town 
of Rifle, and from Rifle it was a 
day’s beautiful drive through the 
aspen trees to Steel’s ranch. It 
might be a good idea for me to 
write in advance to Steel and se- 
cure accommodations. 

The next problem was my fish- 
ing outfit When Harry got 
through with me I hardly had 
enough money left to pay my rail- 
road fare to Rifle and back, not 
to mention the $2.00 a day board 
at Steel’s. 

Harry fixed me up with a won- 
derful pair of imported waders. 
They came clear up under the 
arms. They certainly were ex- 
pensive, but he said that was be- 
cause of the tariff. Then there 
was a splendid split bamboo rod. 
Harry recommended two extra tips 
on account of the willows that in- 
fested White River. Then of 
course there were lines and flies. 
Naturally I had to have a fine fly 
book. I had never had one be- 
fore, but Harry explained that a 
good one would last a lifetime. 


Then he fixed me up with an as- 
sortment of flies. This was my 
first personal acquaintance with 
“The Professor”, “The White 
Moth,” “Cow Dung,” etc. Harry 
not only filled my book, but also 
sold me an extra supply because 
it would have been a terrible 
thing to run short. It might 
spoil my entire vacation. He also 
supplied me with extra lines. He 
seemed to believe in safety first, 
which meant when you were fifty 
miles from a railroad on a trout 
fishing trip, it was a good idea to 
have plenty of tackle. 

Oh yes. I forgot to mention 
that along with the waders he sold 
me a pair of heavy woolen socks. 
I was to put these on over the 
waders and then after that put on 
a pair of heavy, thicksoled hob- 
nailed wading shoes. The object 
of these woolen socks of course 
was to protect the waders from 
nails or the chafing of the heavy 
hobnailed shoes. The object of 
the hobnails was to prevent slip- 
ping on the rocks, and maybe I 
didn’t find out later that those 
hobnails were a great invention. 
There is nothing in the world more 
slippery than a moss covered rock 
in a mountain stream, and there is 
nothing that hurts more than to 
slip and jam your foot between 
two of the smooth rocks. My hob- 
nailed shoes, so Harry explained, 
had very heavy soles to prevent 
my feet being squeezed. 

Then of course I had to have a 
creel to hold my fish. This creel 
had a long strap that went over the 
shoulder and was supposed to 
hang gracefully on the left hip. 
Now right here, before I get to the 
bloodcurdling part of this story, 
let me recommend that when ama- 
teur fishermen buy creels they 
make sure that they not only 
have a strap over the shoulder, 
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but a strap around the waist too, 
this last strap holding the creel 
close to the body. It was the luck 
of this second strap that led to my 
almost joining the fool’s paradise 
club. 

But Harry had not yet reached 
the highest flight of salesmanship. 
When all this other stuff was laid 
out and ready to be packed, Harry 
went to his safe, carefully turned 
the combination, swung open the 
large steel door and pulled out a 
drawer, which I supposed would 
contain cash. Out of this drawer 
he took a large leather contriv- 
ance that looked like a mammoth 
pocketbook. But it did not con- 
tain money. I noticed as he 
opened it that inside there were 
layers of moistened cloth, and 
lying in these cloths were leaders. 
Harry informed me that he im- 
ported these leaders directly from 
Scotland. There were no other 
leaders like them in the world. 
They were so valuable that he kept 
them in the safe in this dampened 
pocketbook so they would not dry 
out and become brittle. He 
thought on a trip such as I was 
taking, which on account of the 
distance was rather expensive, I 
should provide myself with at 
least five of these leaders, and they 
cost only $1.00 each. He ex- 
plained that after I had spent all 
this money for equipment, railroad 
fare, food and lodging, and then 
had a poor leader which broke 
when I had a large trout on the 
line, all my investment would be 
lost. Therefore it was economy 
on my part to buy these special 
leaders of his. I fell for this, too. 


A Family Trip 


Now I had happened to tell my 
wife about this trip. Our son was 
just a year old. She decided it 
would be a good idea for her to 
take the baby, and go with me to 
Steel’s ranch. She said that while 
I was fishing she could sew, and 
she was sure the clear mountain 
air would be good for both the 
baby and her. So it was arranged 
that she should come. 

When we arrived at Rifle, Ali- 
son the local guide whom Bostwick 
had recommended, was watching 
for us at the station. He said we 
could all drive up very comfort- 
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ably in his spring wagon to the 
ranch. His light mountain wagon 
had no top, but as Mrs. Norvell 
had no objections, we decided to 
hire it. Then I had a brilliant 
idea. It was only about fifty 
miles from Rifle to Steel’s ranch. 
Wouldn’t it be nice if I could hire 
a horse equipped with one of those 
comfortable cowboy saddles and 
ride all the way? I went to the 
livery stable and the owner recom- 
mended a certain horse. Somehow 
I didn’t like this horse, and I am 
sure the horse did not like me. 
I never did like a horse that turns 
his head around and looks at you 
appraisingly out of the corner of 
his eye. It has been my experi- 
ence that there is always some- 
thing wrong with such a horse. 
But the livery stable man assured 
me the horse was all right, so I 
engaged him for the trip. It also 
occurred to me that when I arrived 
at the ranch it would be very con- 
venient to have a horse of my own 
to ride over the mountains. Any- 
how the trip was now costing so 
much that a little more didn’t 
make very much difference. (That 
horse turned out to have but one 
gait, a trot, and the stiffest, hardest 
trot I ever experienced.) 

The scenery on this trip was 
gorgeous. The sun would come 
out for a while, then it would 
rain and the rain coming down 
gently through the aspen trees was 
a lovely sight. We got away in 
great style from Rifle. Alison sat 
on the front seat holding the reins 
in one hand and his pipe in the 
other. Mrs. Norvell and the baby 
sat on the back seat. Of course 
we had a good deal of luggage. 
with the baby’s supplies and all 
my fishing paraphernalia. And I 
brought up in the rear, on my nag. 
The first two hours were very 
pleasant. Then the saddle began 
to seem hard. As we struck the 
hills and rough country it seemed 
harder and harder. Finally I de- 
cided that it might be a good idea 
for me to sit in the wagon and 
lead the horse for a while. So I 
climbed in and sat facing back- 
wards, holding the reins, and we 
started off. The next thing I knew 
I was in the middle of the road. 
That horse did not propose to be 
led. He just stiffened all four 


feet, stood pat and out I went. 
And nothing could change his 
mind. Alison had some rope. 
We tied it around the horse’s neck 
and then tied it firmly to the 
wagon, nearly strangling the horse 
trying to make him follow. But 
he had the courage of his convic- 
tions. He never had been led and 
he did not propose to start now. 
He would die first. So after 
dragging him over part of the 
road, we stopped and had a con- 
sultation. In the meantime it 
had started to rain. We finally 
compromised by borrowing one 
of the baby’s pillows from Mrs. 
Norvell, tying it on the saddle, and 
I became a caballero once more. 
I had to ride that darn horse all 
the way to Steel’s. 

We stopped for luncheon in a 
lovely aspen grove beside a spring 
of delightfully pure, cold water. 
Wild flowers were everywhere, 
mostly columbine, Colorado’s state 
flower. As we sat down to eat 
our lunch and looked round, we 
were struck by a very curious 
sight. On all the trees as far as 
the eye could see, were monograms 
and initials carved in the bark. 
We asked Alison about it and he 
said that some years back there 
was an Indian uprising in the 
vicinity of Meeker. Troops were 
sent to quell the Indians. These 
troops had camped in the aspen 
grove, and while they were there. 
practically every soldier had 
carved his initials on a tree. 


Injun Stories 


Alison, by the way, was a great 
story teller and regaled us with 
many accounts of various fights 
with the Indians. On one occasion 
the Indians surrounded a small 
detachment of United States regu- 
lars, and the soldiers sought safety 
near a river in one of the valleys. 
The Indians taking possession of 
the surrounding hills were picking 
them off one by one. The situ- 
ation was desperate. Finally, 
young Davis who afterwards be- 
came a prominent merchant in 
Denver volunteered to try to slip 
through the Indian lines at night, 
make his way to Fort Laramie and 
bring assistance. Fortunately that 
night it rained and Davis crept 

(Continued on page 78) 
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HARDWARE AGE 
FIFTY-YEAR CLUB 


BREWER MATTOCKS, 
now 69 years of age, has been 
in the wholesale hardware 
business for fifty years, all of 
that time with Marshall-Wells 
Co., Duluth, Minn., and its 
predecessors. For many years 
Mr. Mattocks has been a mem- 
ber of the pricing department 
and for ten or twelve years he 
was in charge of the weekly- 
price service until it was dis- 
continued three years ago. Mr. 
Mattocks has devoted much of 
his leisure time to church 
work, having been secretary 
of the St. Louis County Sunday School Association, giv- 
ing up that office when the group became part of the 
Duluth Council of Churches. For thirty years he served 
as clerk of the Pilgrim Congregational Church, Duluth. 
He is an enthusiastic collector of postage stamps, his col- 
lection including issues from all parts of the globe. The 
study of genealogy is another of his hobbies. 


BREWER MATTOCKS 


FRANKLIN G. GRAY, 
now 68 years of age, began 
his career at the age of eight- 
een with the Brooks, Baldwin 
& Robbins wholesale hardware 
house of Boston, one of the 
predecessors of what is now 
Decatur & Hopkins Co., Bos- 
ton, Mass. After two years in 
the company’s store, familiar- 
izing himself with stock, etc., 
he began a long career as a 
traveling salesman, covering a 
territory embracing parts of 
Maine and New Hampshire. 
In 1899, Mr. Gray was mar- 
ried to Miss Maude Norton of 

FRANKLIN G. GRAY Farmington, Me., in which 
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town they have since made their home because it was in 
the center of the territory he traveled. Born in Man- 
chester, Mass., he also lived for a time in Tewksbury, 
Mass., near Lowell. Following his public school days 
he attended and was graduated from Lowell Commercial 
College. Mr. Gray raises a variety of flowers in his 
garden, spending considerable time there. He is not at 
present active in business. 


JAMES BURK WIL- 
LIAMS, traveling salesman for 
the Belknap Hardware & Mfg. 
Co., Louisville, Ky., entered the 
hardware business fifty-six years 
ago, when as a boy of thirteen, 
he went to work in the hardware 
department of C. H. Davis & 
Sons, Greenesboro, Ga. After 
remaining on his first hard- 
ware job from 1879 to 1883, he 
accepted a position as a road 
salesman with the Bain & Kirk- ] 
patrick Hardware Co., whole-, § 
sale, Atlanta, Ga., leaving that 
firm in 1890, to travel for the 
Gray & Fall Co., wholesale 
hardware, Nashville, Tenn., 
where he remained for one year before returning to Bain 
& Kirkpatrick to resume, for five years, his former posi- 
tion. While still traveling for the company, he had in 
1894, opened a retail hardware store at Greenesboro, Ga. 
In 1914, Mr. Williams went back on the road for the 
Gray & Dudley Hardware Co., wholesale, Nashville, Tenn., 
leaving the company a year later to accept a similar po- 
sition with the Simmons Hardware Co., wholesale, St. 
Louis, Mo., an affiliation which lasted fourteen years. He 
accepted his present position with Belknap in 1929. Mr. 
and Mrs. Williams reside at the Terrace Apts., Macon, 
Ga., and on last April 21st they celebrated their Golden 
Wedding Anniversary. Mr. Williams has served as mayor 
of Greenesboro, Ga., and during his term in office several 
important civic projects were completed. He has also 
served as vice-president of the Coplan National Bank of 
Greenesboro; as treasurer of San Marino Masonic Lodge 
No. 34 for fourteen years, and as a deacon of the Baptist 
Church for forty years. 


J. B. WILLIAMS 
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The Golden Jubilee of the Bicycle 


PUVIFTY years ago, the bicycle, By WALTER BARDGETT 


as we know it today, was 

“born.” The Rover Company, 
an English organization, produced 
a “safety” bicycle, the nearest to 
the present-day models. That was 
back in 1885, and, while the ma- 
chine was somewhat crude and very 
heavy, it was the forerunner of 
our sleek, light and easy-running 
bicycles of the present era. 

True, the B.S.A. (Birmingham 
Small Arms Co., Birmingham, Eng- 
land) had produced as a “safety” 
bicycle a model in 1884. It was not 
as near the representative bicycle 
as was the Rover, the B.S.A. model 
having a large wheel in the rear 
and a smaller one in front, the 
steering being from handlebars set 
in front of the saddle and rods con- 
necting the front wheel to the han- 
dlebars, steering being somewhat on 
a lever system. 

Improvements came rapidly after 
the introduction of the first Rover, 
which had wheels of almost the 
same size, the first of what was to 
be a “diamond” frame and steering 
from the head of the frame as 
today. 

With the advent of the low frame, 
the popularity of the bicycle grew 
among the women, as it was not 
popular with the fair sex when the 
high wheels held sway. Soon after 
the safety bicycle was introduced, 
the high wheels, “ordinary” and 
such became memories and _ their 
manufacture practically ceased. 

The pedigree of the bicycle, how- 





Chain wheel of today 
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ever, can be said to trace back to 
ancient Roman times, but its first 
known and direct ancestors were 
known as the “celeripede,” a con- 
traption of a Parisian, M. Niepice, 
and the “Draisiene,” the work of 
a German Baron, Karl Von Drais, 
who employed the machine while 
carrying out his duties as chief 
forester for the Duke of Baden. 
Von Drais was born in Mannheim, 
April 29, 1785, and a plaque has 
been placed on the house in which 
he was born. Von Drais did not 
have easy times of it with his ma- 
chine. His sanity was doubted and 
he was practically ruled out of 
society, but he persisted and through 
his persistence it may be said that 
the bicycle of today was made pos- 


sible. 
Foot-Pushers 


Both the “celeripede” and the 
“Draisiene” were foot-pushed, the 
riders sitting on the frame and 
making momentum with their feet. 
They were fitted with seats and bars 
to guide it. Both machines for a 
time were in vogue, but it was not 
until pedals were added by a Scotch 
blacksmith, Kirkpatrick MacMillan, 
in 1840, that popularity increased. 

In 1865 Pierre Lallement, a work- 
man employed by M. Michaux, of 
Paris, invented a rotary crank, so 
the pedal would not need to turn 
under the foot. Michaux had intro- 





duced the velocipede and with the 
addition of his revolving pedal they 
became quite the rage and Michaux 
did a fairly prosperous business. In 
November, 1886, Lallement came to 
America and patented the velocipede 
here with the result that the craze 
spread here as well as in Paris and 
London. 

Then came racing. Velocipede 
racing was popular in New York 
with riders using the Lallement de- 
sign against a Pickering, an Amer- 
ican make, which had wheels 35 in. 
high and a frame of iron tubing. 
Other American machines were 
made by Hanlon Brothers, of circus 
fame, and Wood Brothers. 

The high wheel was next and 
when the “high boys” were intro- 
duced, the decline of the velocipede 
began. The word “Bicycle” was 
first used as early as 1865 and was 
used in an English patent of 1869. 
The “high” wheels had a front 
wheel of from 40 in. to 60 in., while 
the rear wheel was 18 in. The first 
of the high-wheel mounts were 
brought to America in 1876 and 
early that year, a race of 50 miles 
was staged between Stanton, who 
claimed to be English champion, 
and McClellan, an American. The 
English rider won, McClellan fall- 
ing while going around a turn, 
which was then unbanked. 

Later in 1876 bicycles were shown 
at the Centennial Exposition at 
Philadelphia, where they created 
more attention. Col. Albert A. Pope, 
of Boston, became interested to see 
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Walter Bardgett in the days when he 
competed in the six-day bike races. 
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ak New York, Chicago and other cities. 
am In the spring of 1880 the captain of 
te the New York Bicycle Club sug- 
de gested a national organization and 
mm on the invitation of the New York 
- club, 30 clubs met at Newport, R. L, 
and at that meeting the League of 
in American Wheelmen was formed. 
ry The League bent its efforts and in- 
le- fluence to the improvements of 
“a roads and published various pam- 
"| phlets and papers on that subject. 
g. The L.A.W. had control of all ama- 
we teur racing in America for a num- 
- of years. The professionals were 
under the supervision of the Cash 
ad Prize League, but that body went 
> out and the L.A.W. took over con- 
le trol of both amateur and profes- 
wat sional competition. It was racing 
a that finally caused the demise of 
9. the League as the star riders of the 
at late 90’s rebelled against the League, 
" how they would fit in with American started the manufacture of Colum- formed the National Cycling Asso- 
st conditions. The following year he bia bicycles at the Weed Sewing ciation and soon after, the League 
i went to England to study and upon Machine Co. plant in Hartford, announced its withdrawal from rac- 
id his return he brought back several. Conn. Later he organized the Pope ing, with the result that the mem- 
a He had several built by W. S. Manufacturing Co., which was ab- bership started to dwindle and the 
" Atwell, of Boston, but as the price sorbed by the Westfield Manufac- L.A.W. was just about a memory. 
. ran up to about $300, that was out turing Co., now located at Westfield, Efforts are being made to revive the 
me of the question. In 1878 Col. Pope Mass., and the present makers of L.A.W. and fairly good success is 
L. again visited England to make a Columbia and other lines of bicycles. being made. 
. survey of the manufacturing pros- Cycling became a nation-wide pas- 
pects and when he returned he time. Clubs were formed in Boston, 
n 
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The China and glassware department 
of hua Alabama Hardware Co., Mobile, 
Ala. 


Chinaware 


Speaks for Itself 


How a filing sys- 
tem helps make 
greater sales voll- 
ume for the Ala- 
bama Hardware 
Co., Mobile, Ala. 


r YHE Alabama Hardware 
Company of Mobile, Ala- 
bama, does volume business 

in dinner ware and other dishes, 

but only after the china depart- 

ment was taken down from a 

balcony and given real promi- 

nence at one of the front doors 
of the store did it make any de- 
cided headway. The removal was 

made only a little more than a 

year ago, and now E. M. Zivitz, 

store manager, has a list of cus- 
tomers that represents many of 


the best homes within the city 
and some far out in the towns 
and villages within the trade ter- 
ritory. Zivitz is sure who these 
customers are, for he has set 
their names and addresses down 
on cards in a special file, along 
with the kind of dishes they 
bought, in what amount, and the 
prices they paid. 

This little filing system is for 
a purpose beyond that of sup- 
plying addresses when the store 

(Continued on page 76) 
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Government in Business 


An Article on the American System of Enterprise 


By MORGAN FARRELL 


Director, Chilton Bureau of Economic Research 


E have tried to establish 
in previous articles that 
the American System of 


Free Enterprise, growing as it 
did out of the circumstances which 
formed this nation, is, therefore, 
the natural and correct one for 
us, now and for a long time to 
come. Let us now see how the 
activities of our people flourished 
under this system and what has 
since happened to them under 
governmental interference. 

(1) Farming—Under the Amer- 
ican system, the frugal and in- 
dustrious farmer wants to be let 
alone to raise his crops and his 
animals and to make a living for 
his family. He asks nothing of 


the government but to be sup- 
plied with market information, 
which will enable him to decide 
what to raise and when and where 


to sell it and with educational 
literature, which will help him 
in the management of his farm. 

Both of these are important 
parts of the function of govern- 
ment toward agriculture. Other 
parts have to do with tariff ad- 
justment for essential protection 
and interstate commerce rate 
regulation. And that is all. The 
sensible and enterprising farmer 
should always be left with enough 
latitude to use his own good judg- 
ment and so make out a little bet- 
ter than the fellow who knows 
and works less. That is the law 
of competition or survival which 
is assuredly nature’s most funda- 
mental one. 

But the reformers of the Amer- 
ican system have set themselves 
the task of reforming nature too. 
That prodigal old lady must be 
taught not to be so free with her 
gifts. Instead of planting plenty, 
to allow for droughts, floods or 
even crop failures elsewhere and 
if necessary, destroying any un- 
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due surplus, our theorists plough 
it under and teach the animals 
birth control. Only the strength 
of an agricultural industry stout- 
ly maintained by thousands of 
progressive and independent farm- 
ers saved us in the natural calami- 
ties, which just happened to de- 
scend upon us in the midst of the 
misguided tampering with nature’s 
inflexible laws. Any prudent per- 
son would have provided against 
their possible occurrence, in the 
obvious uncertainties of farming. 

As for paying people not to 
grow things—can anyone with 
the least knowledge of human 
nature expect such a scheme to 
escape the gravest abuse? The 
plan just does not make sense to 
those who have any of that rare 
gift. It encourages the shiftless 
and no self-respecting farmer 
wants it. Agriculture desperately 


needs reform, but it is the reform 
of age-old methods by modern 
science and engineering. 

(2) Business and Industry— 
Under the American system, in- 
dustry, too, asked only to be per- 
mitted to develop according to 
its own, machine-age laws, unique 
in human history, without being 
unduly hampered by _  govern- 
mental interference. 

Our industrial system achieved 
its phenomenal growth and world- 
wide supremacy through the un- 
trammelled opportunities waiting 
for anyone with intelligence and 
initiative enough to start to make 
something. 

Because of our buying public’s 
enormous capacity to consume 
and our industrialists’ genius for 
organization, the trend toward 
huge corporations marked this 
phase of our national growth 





Who are the unemployed? 





Chilton Bureau of Economic Research (S.S. 5) 


A W.P.A. study of 6,000,000 cases showed that 


out of every 100 unemployed, 25 were ex-building trade mechanics; 15 were 
ex-factory workers; 10 had had no previcus occupation; 10 have been in some 
kind of domestic service; 17 were ex-farm workers and 23 had been professional 


men and clerks. 


In the illustration each figure counts for three approximately. 





from the beginning. Thus we 
have today (a) 22,000 corpora- 
tions of all kinds, whose assets are 
greater than $1,000,000. Of these, 
by the way, only 5000 are indus- 
trial. At the other end of the list 
of corporations are (c) 200,000 
rated at less than $50,000. In 
between are (b) 170,000 cor- 
porations rated at $50,000 to 
$1,000,000. 

It is probably not far from the 
fact to say that these (a) cor- 
porations are owned and con- 
trolled by an average of fifty 
stockholders, the (b) corpora- 
tions by twenty, and the (c) cor- 
porations by five. This puts the 
ownership of 392,000 corpora- 
tions into the hands of 5,500,000 
persons. Although very much of 
an approximation, this figure is 
safe enough for our purpose, since 
the total number of registered 
shareholders in the United States 
is 24,000,000. 

Our figures mean that some 
38,729,000 (out of our total of 
52,000,000 gainfully occupied 
workers) people are working for 
5,500,000 or 7 for each of them. 
And, of course, the 5,500,000 are 
working pretty hard, themselves. 

This, our pioneers of socialism 
now holding elective and ap- 
pointive offices of the United 
States, is the system of capitalis- 
tic control, which has enslaved 
the American workman and con- 
centrated all the wealth in the 
hands of the few. 

To this contention we would 
reply: (1) That out of eight born 
anywhere, free and equal, it is not 
at all a bad average to find only 
one qualified by nature for leader- 
ship. (2) That the larger the cor- 
poration, the better it is run, in- 
suring job security and ample 
wages, pensions and often shares 
in the profits, to its employees. 

The NRA and its various off- 
shoots, the Social Security Act 
and the tax on undivided profits 
were attempts to enforce upon 
business, measures, which busi- 
ness was far better qualified to 
handle in its own way. The five- 
day week, the eight-hour day and 
nothing less than a living wage 
have long been accepted practices 
both in business and industry in 
classes (a) and (b) corporations. 
So had fair trade practices, efforts 
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to keep people in employ and 
length-of-service pensions. 

Building is at once our greatest 
and most ticklish industry. When 
times are good we plunge into an 
orgy of construction and general- 
ly overbuild. When they are bad 
we stop dead. 

Along comes the depression 
and our principal industry, build- 
ing drops away to the vanishing 
point. Why shouldn’t it? We can 
get along with what we have. 
Business and industry have all 
they can do to utilize the space 
they own. Families crowd to- 
gether under a single roof. Boys 
and girls put off matrimony until 
they can afford a home. 

Now there is no possible way 
of forcing building construction 
under such circumstances. It is 
essentially a matter of supply 
and demand—more so than in any 
other of our national activities. 

Yet, what does the Federal 
government do but go into the 
construction business itself? 
Kents were the lowest for years. 
In cities like New York vacancies 
rose to 20 per cent. Foreclosures 
rose to an unprecendented height. 
Probably 25 per cent of all the 
real estate in the country (in- 
cluding farms), valued at $250 
billion was either in foreclosure 
or assignment. 


Slum Clearing 


The Federal government made 
an effort to revive the building in- 
dustry by some 48 slum-clear- 
ance projects financed with the 
public money. Whether they will 
work or not remains to be seen. 
Of course, people will rush to 
occupy new apartments, which 
rent for less than old ones. But 
where does that leave the innumer- 
able owners of adjoining prop- 
erty? 

Building not only cannot be 
forced by such short-sighted meth- 
ods, but is, in fact discouraged by 
them, because the Federal tene- 
ments renting for less than their 
annual carrying charges simply 
siphon tenants from their hap- 
less neighbors, which are thus 
left unable to pay their way— 
not to mention their remodelling 
or rebuilding. 

(4) Transportation and Com- 
munications—These two activities 
have done more, perhaps, than 


any others to develop this con- 
tinent with its impressive dis- 
tances. The perfection they have 
attained is due entirely to the 
initiative of inventive and practi- 
cal genius. The network of rail- 
roads, highways, airways, seaways 
we now have, is by no means the 
haphazard growth or monopolis- 
tic grab our boy scout Socialists 
would have the people believe. 
Even the most casual study of 
our transportation systems will 
reveal that much. They grew 
where, as and when they did be- 
cause business sense and vision 
determined their necessity. 

And what have our temporary 
rulers done to help them? Let 
us see. 

As an example: Two years ago 
our airways had been perfected, 
with intelligent governmental aid 
to the point at which they pro- 
vided a safe, speedy and com- 
fortable means of transport for 
500,000 passengers a year, for 
mail and express beyond any 
other air system in the world. 
Even in the early years of the de- 
pression they were beginning to 
operate at a slight profit. 

Then, for no sensible reason, 
all air mail contracts were can- 
celled over-night and our splen- 
did system of airways fell apart. 

The other carefully thought out 
means of transportation have been 
“regulated” in about the same 
way. The bedevilled railways, 
saved from ruin by the RFC. 
loans during the Hoover admin- 
istration have been discouraged 
by such enactments as the Rail- 
road Retirement Pension Act 
(found unconstitutional) and the 
two-cent fare act whose effect re- 
mains to be seen. Incidentally, 
the act permits a three-cent charge 
for Pullmans in addition to the 
usual chair or berth charge—a 
brazen example of class dis- 
crimination. 

Of all the systems of com- 
munication, which can function 
to perfection as a monopoly, 
under proper public regulation, 
our telephone system is pre-emi- 
nent. It is the best on earth, as 
anyone, who has ever struggled 
with a foreign phone service, 
knows, yet the most the reformers 
of America have to contribute to 
its operation is an investigation, 

(Continued on page 84) 
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Who Makes It? * 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on Sept. 26, 1935. When writing to 
the firms mentioned, state that you saw the product 
listed in Hardware Age “Who Makes It?” section 
or issue. 


BLANCHARDVILLE, Wis.: Where 
can we obtain repairs for a Durable 
Renown No. 20 coal and wood 
range?—Leonard Hardware Co. 

ANSWER: Renown Stove Co., 
Owosso, Mich. 


* * * 
The 
New York City: Who makes a Standard Reference Book 
device called a Busy-Body, which is Wa tc o F or for hardware and related 
hung in an upstairs window of a merchandise the next edi- 
home, and is so arranged that the tion of which will appear 


person in the house can see who is . on August 27, 1936. 
at the door without being detected Thi s G r eat 
by the visitor?—Oliver Bros. 
ANSWER: Wm. Bayer, 449 N. 
American St., Philadelphia, Pa. Re fe rence Bo re) k Oo f ft 4 e 


* + 


Morris, Inp.: Where can I secure 
repair parts for the implements for- H ar ad were Tr a d e 
merly made by the Brown Mfg. Co., 
of Zanesville, Ohio?—Geo. F. Sie- 
fert Hardware. 

ANSWER: Empire Plow Co., 3140 
E. Sixty-fifth St., Cleveland, Ohio. 


* + 





American Wringer Co. 


Sone Se Seen THE NEXT ISSUE OF HARDWARE 


Our answer to an inquiry repro- 
duced on this page of our issue of 
July 16 erroneously indicated that 
the Lovell Mfg. Co., Erie, Pa., had AGE WILL BE THE ANNUAL 1937 
acquired the American Wringer Co., 
Woonsocket, R. I., in its entirety. 


The latter company did dispose of EDITION OF THE “WHO M AKES IT ?” 


its hand wringer department to the 
Lovell Mfg. Co., in 1928, but is still 


in business manufacturing power 

clothes wringers for washing ma- DIRECTORY—WATCH FOR IT! 
chine manufacturers; rubber rolls of 
every kind and description, and rub- 
ber thread used in the textile indus- 
try. 
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Hardware Age Window 


NE of these fine mornings 
QO there will be a distinct 

tang in the air and you 
will realize that autumn is here, 
school bells will be ringing and 
if you are following the best prac- 
tices of window trimming you will 
have prepared and ready for in- 
stallation some sales promoting 
windows. Well ahead of the actual 
time for these we present two at- 
tractive displays that are easy to 
install and take a minimum of 
merchandise, because they use the 
Harpware AGE interchangeable 
display fixtures. Instruction 
sheets for building the fixtures 
are available by addressing the 
editorial department of HARDWARE 
Ace. Fixtures are neither made 
nor sold by Harpware AcE, but 
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the instructions enable you to 
build your own or have them 
made locally if you wish. 

In the school supplies window, 
some hardware dealers may find 
merchandise other than that car- 
ried, but similar goods can easily 
be substituted. Indeed, this ar- 
rangement could be used for al- 
most any merchandise of similar 
size and shape. Price ticketing is 
particularly important in this line 
of merchandise, as students are 
price conscious, even though they 
may not necessarily be price 
buyers. 

Color for this trim may well 
be buff and brown, with the slate 
a medium blue, with, of course, 
white lettering. The blue in the 
buff and brown window will serve 


as a color relief that is just 
enough to make it attractive. The 
matter of color should be given 
consideration in the selection of 
the items displayed, in order to 
keep the color scheme balanced. 
It can also be carried out in the 
price tickets. A buff card with a 
medium blue lettering will do the 
trick nicely. Don’t forget to have 
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Display Suggestions 


the window glass well polished 
and the lighting generous. 

The tool window is intended to 
appeal to the men folks of the 
family and is of a nature de- 
manding rugged treatment. Thus 
the heavy block lettering used on 
the background banner. While 
aesthetic color may not be a fac- 
tor here, strong orange and blue 
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will be effective as an attention 
getter and to suggest vitality. 
Your he-man may “snort” at the 
idea of his being influenced by 
color, but he is nevertheless. Try 
it. Here again the HARDWARE AGE 
interchangeable display fixtures 
are the basis for the display. 

The important thing to remem- 
ber about window displays is to 
have them planned well in ad- 
vance, not only from the stand- 
point of better execution of the 
display ideas, but because of the 
possibility for better ideas being 
used. More planning will produce 
better windows and proper time 
to work them out will mean many 
more sales and greater cumulative 
advertising effect. 

Speaking of advertising—see 


that your window plans are made 
with a view to tying in with your 
newspaper, direct mail or other 
advertising as well as with your 
store displays. [It will bear re- 
peating that the window that is 
backed up by good handling in 
the advertisement and displays of 
similar merchandise in the store, 
all referring or calling attention 
to each other will produce the 
largest sales volume. Don’t forget 
to use the term “as advertised. 
See this merchandise in our win- 
dow displays” and like reminders. 

And, lastly, remember that with 
all these factors working to make 
sales, personal handling of the 
sale must be in keeping with good 
merchandising. Make the entire 
plan harmonious and appealing. 


3% 


LETTERS 


to the 


EDITOR 


The Shoemaker to His Last 


Avuampra, Cauir.—In the “Just 
Among Ourselves,” July 2 issue 
{pages 12-14), you express some 
logical conclusions as to what might 
happen if each store just sold as 
cheap as possible and then, if the 
various groups started to war on 
each other, the result would be fur- 
ther wage reductions. 

Now the simplest way to get some- 
thing done is to hire some person 
that knows how to do it. 

Should you want a brick wall 
built, hire bricklayers; houses built, 
hire carpenters; wars won, hire sol- 
diers; merchandise sold, hire mer- 
chants. 

The present system of business 
does not keep all of the people gain- 
fully employed all of the time. 

There is a way to keep all the 
people (who want to work) gain- 
fully employed, all of the time. 

There is an erroneous idea as to 
the ability of one firm to buy and 
sell cheaper than another firm and 
make PLENTY money. Fairly. 

Therefore it was suggested that 
merchants be hired to sell merchan- 
dise—by guarantee or granting the 
privilege of buying from any com- 
petitor at a discount from his resale 
price. 

Any dealer that relied on tricky 
advertising—sleight of hand, inferior 
or counterfeit goods, selling some 
merchandise at cut-throat prices and 
other merchandise at exorbitant 
prices, would have reason to fear 
this plan. 

Any dealer that relied on honest 
effort, willing to tell the truth part 
of the time, has a friendly disposi- 
tion, interested in the well-being of 
the country, guided by ordinary dis- 
cretion, has nothing to fear, but will 
prosper under this plan. 

At the present time a 10 per cent 
differential will be sufficient to cure 
the present business ills. 
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A merchant knows what he ex- 
pects to sell goods for when he buys. 

A good merchant also knows what 
another merchant is likely to sell 
goods for, or he don’t buy. 

THE OVERHEAD COST OF 
DOING BUSINESS IS TOO HIGH! 
due to lost motion. 

Sample: 

Let me send you a bicycle. 








How much? 

$22.50. Retails for $30.00. 

Send one. 

One week later— 

How about a good bicycle @ 
$22.50? 

The clothing store sells them re- 
tail for $22.50. 

Try to figure out just why sales- 
people try to sell goods. 

I would guess, for a profit. 


J. F. ASHcrart. 





Against Retaliation 


New York—Re: $100,000 tea ket- 
tles to be given out by a soap manu- 
facturer. (See H. A., July 2, 1936, 
p. 14.) 

Your suggestion of retaliation is 
not so good, because we will do the 
manufacturer good by giving away 
his soap free with a tea kettle. 

I suggest that we pick a profitable 
item that the grocer sells, and give 
it away free—with a tea kettle—so 


that in the end he won’t make profit 
on the soap and lose the profit of 
some other item that the houseware 
dealer may choose to give out free. 
May I remind you that the coupon 
business has been giving housewares, 
for a long time, in exchange for 
coupons from grocery items. 


M. ZuLLow, 
Zullow’s Hardware. 





Trade Correspondence 


MIcHIGAN—I want to compliment 
you for the stand you are taking as 
evidenced by the article “Handling 
Trade Correspondence” on page 67, 
and “Oiling the Retail Machinery” 
on page 54 (June 16, 1936). I am 
quite sure that a campaign of this 
kind would be of inestimable bene- 
fit not only to the manufacturer and 
wholesaler but to the dealers them- 
selves. 

So many times orders are held up 
by reason of incomplete specifica- 
tions, and further delays are occa- 
sioned by the fact that the dealer 
does not answer his correspondence. 
This detail of our work is of such 
moment that we have adopted the 


ingly valuable to me. 


practice of making at least one copy, 
and perhaps more, of each request 
for information that we make, so 
that it is not necessary for us to 
write again if we do not receive a 
reply, but we make use of the copy 
of the first letter. 

It has been some time since I have 
been actively engaged in the hard- 
ware business. I have, however, al- 
ways kept up my subscription be- 
cause of my appreciation of the fine 
articles written by Mr. Norvell. The 
two articles mentioned above, how- 
ever, made HarpwarE AGE increas- 


3. FS. 
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The Lincoln Log Cabin 


Ortawa, Itt.—Mr. Norvell’s arti- 
cle in the July 2 issue of HARDWARE 
AcE has been read with a great deal 
of interest. It was my privilege last 
October to make a trip through In- 
diana, Kentucky and Tennessee and 
to visit Hodgensville, Ky., where 
there is a Lincoln Memorial. This 
building is a $100,000 memorial 
made of stone and brick. Inside of 
the building is the original home of 
Lincoln. 

The first thing you think of when 
you enter this building is that you 
are awed and inspired and with rev- 
erence you take off your hat and 
sometimes you kneel. This was the 
home of Lincoln as a youth until he 
was seven years of age. The build- 
ing is about 16 feet wide and about 
20 or 24 feet long with a small ad- 
dition at the rear for a fireplace. 
This was the home of his father, 
mother and sister. The lower limbs 
of the building, made of logs, are 
almost decomposed. It was from 
such a meager and modest begin- 
ning that we find such a great man 
who has held the highest office as 
the gift of men. If you have not 
been there you will find this memo- 
tial is on the original spot where 
his house was. It is on a hill per- 
haps twenty feet high. You will 
find the brook in which he fished 
and the land he worked. 

His home in Indiana I have not 
yet visited but some day I hope to 
have the privilege of seeing this 
also. 

New Salem, IIl., two miles from 
Petersburg, where he, as a young 
man settled between 1829 and 
1837, existed as a village from 
about 1829 to 1837 and at which 
place Lincoln lived for several 
years. The New Salem by the Park 
Commission of Illinois has been re- 
stored in about the same manner 
as to homes, stores, doctor’s office, 
cooperages and the Rutlege Inn as 
it was one hundred years ago. This 
was where Lincoln clerked in the 
grocery store and finally embarked 
in partnership with a man by the 
name of Barry. In this small store 
that was not more than 16 feet wide 
and about 20 feet deep with a sleep- 
ing room partitioned off at the rear. 
This was where young Lincoln re- 
ceived his first education as he 
studied by candle light. 

His home on Eighth Street, in 
Springfield, Tll., where he lived 
for 17 years in his early legislative 
years. We found the first floor of the 
building just the same as it was 
when he lived there about 77 years 
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ago. It shows the house had some 
very meager furnishings. Part of 
the old black wall paper has been 
replaced during the last year or 
two with an exact replica of the 
paper. The rockers, chairs and 
desks that Lincoln used are still 
there, as well as the same old floor 
with the broad and narrow boards 
tied in by the carpenters. The old 
door bell still hangs on the ceiling 
with the wires from the floor to the 
door. The simple dining room with 
the tables and chairs are all very 
modest in design and in simplicity. 
This was the home in which he lived 
when he went to Washington. Lin- 
coln’s triumphs at Washington, his 
successes and his failures and his 
achievements upon which thousands, 
yea, millions of pages of history 
have been written by the most able 
historians of the historical facts, by 
the historians of his day and of the 
following generations. 

Lincoln’s tomb at Springfield is 
on a very beautiful spot. It is said 
he has been buried seven times. The 
body lies in a cement structure 
about 35 feet under ground with a 
three foot thickness of wall on the 





sides, bottom and top, with seven 
tons of reinforcing steel to make the 
mass. The entrance of the tomb is 
awe-inspiring. Its body unlike 
Grant’s tomb in New York which 
is very cold and not the least im- 
pressive. The foyer of Lincoln’s 
tomb and the long convenient halls 
all around it has small statues in 
bronze showing the life of Lincoln 
as he lived depicted in such an em- 
phatic way. The fact that Lincoln 
was not buried at Washington with 
all the rest of the famous men, who 
have been buried there during the 
past 150 years, I do not think should 
make any difference, as the writer 
found upon scanning the names in 
the register, names of persons from 
the Canal Zone and from many 
states in the United States, east and 
west, north and south. It seems 
apropos in having his resting place 
in Illinois, although he belongs to 
the ages. His tomb in Springfield 
is located in about the center of the 
United States and many famous 
men and women from towns in 
Europe have paid honor by a per- 
sonal visit to the last resting place 
of such a famous man in history. 
Davip ReErFior, 
Refior Hardware Co. 





The Buying Attitude of the 
N. Y. Mortgage Commission 


Newark, N. J.—In your issue of 
May 21, I saw the first and only 
reference to the immense business 
that has been created by the so- 
called depression; that is, the main- 
tenance supply business for prop- 
erties that have been foreclosed or 
is in the hands of mortgagee prior 
to being foreclosed. 

This article is tithed “Buying Atti- 
tude of the N. Y. Mort. Comm.” 

After being in this type of busi- 
ness for the past six ‘years, I find it 
very hard to understand why the 
different mortgage and/or banking 
commissions that have supervision 
over this type of affairs do not do 
something to remedy the abuses and 
poor business that is so apparent. 

With approximately 70 per cent 
of all the property in the Metropol- 
itan area either foreclosed or about 
to be, and with a similar percentage 
prevalent throughout the country; 
this business has within the past sev- 
eral years turned out to be a very 
large and profitable business. This 
has been proven by the great num- 
ber of organizations that have grown 
up overnight in this industry. 

Several of the abuses that can 


easily be remedied are: Jobbers are 
selling direct to the mortgagee or 
his agent, and countless manufactur- 
ers also. In a city like Newark, it 
can be shown that there are three 
manufacturers of ash cans who are 
selling direct, yet they all have 
salesmen opt covering the retail 
stores. 

A number of managing agents 
suddenly find that a relative went 
into this business and because of 
family ties he must throw the busi- 
ness to his relative. I have often 
wondered how many agents can be 
found that are not accepting some 
form of gratuity for throwing the 
business a certain way. 

Since this type of business has 
become prevalent, all the old busi- 
ness maxims have been thrown out, 
and it sometimes seems as if every- 
thing and anything goes. 

In any large city this letter should 
be given serious thought. The mort- 
gage situation is here to stay for 
some time, and so is the business, 
providing the jobber and manufac- 
turer does not get it direct. 

M. KapisH, 
South Broad Hardware Co. 
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Educate Your Public on} FE 





CAN OPERATE these suggestions are merely 


S) AN ELECTRIC CLOCK a factual beginning, and the 
Im YOUR HOME 24 creative window trimmer may add 
much in the way of elaborate treat- 

ae Se Os A ment that will add to their effec- 


WHOLE MONTH FOR tiveness and sales making power. 


LESS THAN 74HCENTS Color will prove a great aid in at- 
tracting attention and should be 


employed to the best advantage. 
The posters all lend themselves 
readily to illustrative suggestion 
and the average sign writer will 
immediately grasp the suggestion. 

In the case, for instance, of the 
toaster—our display artist has in- 
dicated a plain table, but the win- 
dow trimmer will wish to set up 
an appealing breakfast table, linen 
and all, to further intrigue the 
homemaker. In the case of the 
vacuum cleaner, a rug from a 
neighboring furniture store will 


CLEANER FOR TWO aS FOR help put your story across. The 
display of a small lamp bulb 


THE COST OF YOUR EVENING Kesh 
acked up by a large poster can 
NEWSPAPER (3 CENTS) easily accommodate other items, 
but would make a powerful appeal 
(=<) =~) just as it is shown here. It may 
take some courage to put in a 
window like this but you will be 
surprised at its effectiveness. The 
coffee maker window is a really 
effective composition, which draws 
the eye to the point of interest— 
the appliance. This particular 
window is alesson in window dis- 
play in itself. 
You CAN BURN A 2.5 Plan this series of window dis- 
WATT LAMP ALL NIGHT plays this season and tie them up 
LONG* FOR A WEEK 
FOR LESS THAN 1CENT OPERATING COSTS 


A NIGHT Item Watts 


Cleaner (Floor Type) 300 W 
Clock 2W 


[' is to be borne in mind that 
































CAN USE AN ELECTRIC 









































*BWOURS EACH NIGHT 
Mazda Lamp 
Percolator 

















* Costs indicated are either actual or 
and are based on 
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with your advertising, whether 
newspaper or direct mail, make 
them coincide with similar store 
displays and see the result in in- 
creased interest on the part of 
your customers. The displays here 
are based upon the rate of 5c. 
per kwh. as shown on these pages. 

One of the most outstanding 
facts is that the public is unac- 
quainted with the economy. with 
which it can operate electrical ap- 
pliances. Home comforts and 
much of the housework can be 
taken care of by the modern prod- 
ucts of the electrical laboratory 
and the factories of today, at a 
cost so low that, if it were general- 
ly known, would result in far 


on} Electrical Appliance Economy 








You can MAKE 6 


Cups OF COFFEE EVERY 

DAY FOR A WEEK FOR LESS 

THAN 56 A TRIFLE MORE 
THAN Yo¢ A DAY 




















£ CAN MAKE ENOUGH 
TOAST FOR AN AVERAGE 
FAMILY OF FOUR PEOPLE 


~ 





greater sales than are enjoyed by 
the hardware dealer handling these 
lines. 

It is important that newspapers 
acquaint the public with the low 
cost per hour of these labor sav- 
ing appliances, but the dealer can 
do much in his own way to edu- 
cate the public on the subject. In 
his advertising he can devote sev- 
eral inches of space to let people 
know what they are missing by not 
installing the various appliances, 
but one of the most potent means 
of educating people is to use the 
window display method. In order 
that the average dealer may use 
graphic ideas that will get the mes- 
sage over easily HARDWARE AGE 
presents here the suggestions of 
its artist-display man. 


FOR LESS THAN 
q 4 CENTS A WEEK 






























































You can use 
AN ELECTRIC IRON 
FOR LESS THAN 


OF APPLIANCES 


Hours or Time of Use Cost in Cents* 
1 Hour lic. 
1 Month (720 hours) Tic. 
Hour 3%c. 
10 Hours 1%c. 
7 Times (2 1/3 Hrs.) 5e. 
10 Times (1 2/3 Hrs.) 5c. 


a trifle more for the time period given 
o¢ per K.W. rate. 
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All Business Indices Show Improvement 
And Predict Continued Upward ‘Trend 


Says Recent Oliver Brothers Market Letter Which 


Holds That Problem of Prosperity Followed by 
Depression Era Remains Unsolved. 


66 NE index of business con- 
O ditions purports to show 
that business is now 103 
per cent of normal: another 74 
per cent. However, all the fig- 
ures, all their interpreters, and 
all the prognosticators are in ac- 
cord about the trend, which is 
steadily upwards, and is univer- 
sally expected to continue up- 
wards for some time to come,” 
says a recent market letter from 
Oliver Brothers, Inc., 421 Canal 
Street, New York City, which 
continues as follows: “Whether 
the improvement culminates in a 
wild inflation next year or the 
year after, or is interrupted, then 
stimulated, by a European war, 
or works its way out more or less 
normally to the proportions of 
a minor boom, followed by an- 
other collapse, nobody can fore- 
see. 


“The one fact that we cannot 
overlook, however, is that none 
of the earnest efforts of intelli- 
gent men, any more than the 
sounding oratory of more or less 
irresponsible office - holders, has 
brought us one step nearer to 
the realization of the dream of 
anticipating, and thereby escap- 
ing, the ravages of other depres- 
sions in the future. Not only 
death and taxes are inevitable, 
but depressions, too, unless our 
economic thinking undergoes fur- 
ther profound change. Under- 
standing clearly, as we do, what 
causes the peaks and valleys of 
prosperity and depression, there 
is scarcely any excuse for failing 
to solve the problem. Or, to put 
it another way, there is every 
reason to hope that we will solve 
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the problem, but valuable time 
is being lost playing politics and 
playing up to the prejudices of 
backward voters. 

“Until very recently industrial- 
ism had grown at an equal pace 
with population, and rich co- 
lonial pastures were open to ex- 
ploitation. Where markets were 
expanding, the two besetting prob- 
lems of all industrial societies 
solved themselves. New inven- 
tions might create technological 
unemployment; but expanding 
markets cured it as it was made. 
Each individual might possess 
inadequate purchasing power; 
but the total number of individ- 
uals was steadily rising. Many 
small purchasing powers do as 
much as fewer big ones. 

“Our population is now nearly 
stationary, will soon decline, and 
colonial and foreign markets have 
dried up or become self-sufficient. 
We are confronted with station- 
ary or shrinking instead of ex- 
panding markets. Therefore, we 
may expect no more automatic 
solution of economic problems. 
This novel situation demands the 
use of coordinating political in- 
telligence. There must be a 
large-scale plan. Otherwise the 
machine won’t work. In other 
words, politicians will have to 
be about twenty times as intelli- 
gent as heretofore. Will the sup- 
ply of intelligence be equal to 
the demand? 

“Much is being said about 
‘Capitalism.’ It may not be ex- 
aggerating the matter to say that 
‘Capitalism’ has recently been 
subjected to suspicion and criti- 
cism from sources not at all radi- 


cal, in the accepted sense of that 
word. Just what is ‘Capitalism,’ 
anyway? 

“Capitalism is the private own- 
ership of the means of production 
and the creation of income in 
the form of rent, interest and 
profits. After deducting living 
expenses, including luxuries, the 
capitalist invests the balance in 
more means of production, the 
income from which, after more 
deductions, is further reinvested, 
the process being repeated over 
and over again. Only so does 
the hundred thousand dollar en- 
terprise grow to be a hundred 
million dollar one. Mergers and 
combinations are only variations 
on the same theme. 

“This process of compounding 
investment came to provide the 
balance wheel of our whole sys- 
tem. The prompt investment of 
the free income provided wages 
and salaries in durable goods in- 
dustries, with which wages and 
salaries the workers in the dur- 
able goods industries absorbed 
the ever mounting supply of con- 
sumers goods being produced at 
the same time. To quote an emi- 
nent economist, ‘Equilibrium 
came to depend on compounding 
investment in a compounding dur- 
able goods sector, which dis- 
tributed compounding purchasing 
power, with which a compounding 
volume of consumers goods was 
cleared at a profit—which was 
once more reinvested.’ Capital- 
ism connotes the investment and 
safeguarding of capital, or the 
profitable accumulation of the 
means of production. 

“Thus far capitalism has been 
working to build up an adequate 
equipment for producing all that 
we need. It is the almost perfect 
method of working forward from 
a general condition of scarcity 
to a goal of being able to pro- 
duce plentifully all the necessities 
and reasonable luxuries demanded 
by a prosperous people. 

(Continued on page 68) 
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Independents Doing A Good Job 


—Selling More Quality Tools 





Based on catalog 
house survey inde- 
pendent retail hard- 
ware dealers con- 
tinue in a_ strong 
competitive place in 
the sale of tools and 
related hardware. 


HEN catalog houses 

started placing stores 

throughout the country 
many merchandising men _be- 
lieved a new era of distribution 
had started. I was in Seattle in 
1927. The president of a large 
jobbing house told me that the 
night before a well-known man 
from the East had said at a 
Chamber of Commerce meeting, 
that the day of the independent 
merchant was over, that mass 
buying and mass distribution was 
driving them out of the picture. 
The president asked me what I 
thought of it and I told him if 
this man was right I was so 
wrong that I did not see how I 
could possibly defend my judg- 
ment. I told him further, how- 
ever, that I mould make an an- 
alysis of sales throughout the 
country as a whole to get a true 
picture. I did this, consulting 
every authority I could find. 


AUGUST 13, 1936 





Says JOHN M. WILLIAMS 


Secretary and Sales Manager, 
Fayette R. Plumb, Inc., 
Philadelphia, Pa. 


I found that in 1926, taking 
all merchandise of every descrip- 
tion sold in the country, the dis- 
tribution by classes of distributors 
was as follows: 





Department Stores . 15% 
Chain Stores 9 
Catalog Houses 4 
Company Stores 3 
House-to-House ... 2 
33% 


This meant that 67 per cent of 
all merchandise was distributed 
through independent dealers. 
Breaking it down to hardware I 
got another picture. Eighty-seven 
per cent went to independent 
hardware dealers and only 13 per 
cent to all other channels. Chain 
stores and catalog houses showed 
only 9 per cent. 

We have often been told that 
our policy is wrong, that we were 
holding an umbrella over other 
manufacturers and losing a tre- 
mendous volume of business be- 
cause catalog houses and chain 
stores sales were rapidly growing 
in volume. We were told that 
we would soon be in the position 
of the tire manufacturers who 
permitted catalog houses to take 
a great proportion of the tire 
business of the country, estimates 
being that catalog houses did 25 
to 40 per cent of all tire business 
of the country. This, I believe, 
was the general opinion of those 
who thought of the tire business 
at all. As a matter of fact, Good- 
year made a public statement 
pointing out that in 1929 Sears, 
Roebuck & Company opened so 


many stores they took exactly 
9.6 per cent of Goodyear’s output 
of tires. Bear in mind that this 
is Goodyear’s output, not the en- 
tire output of all manufacturers. 
In 1933, after four years of sales 
effort, the percentage Sears, Roe- 
buck & Company took of the 
Goodyear output dropped to 51% 
per cent. 

We hold no brief against man- 
ufacturers who do sell catalog 
houses and chain stores. Our 
policy is not altruistic. We are 
not philanthropic. It seems to 
us that if 87 per cent of the 
business in our line is placed 
through independent hardware 
dealers, our stake in the pot is 
too great to take a chance of 
upsetting conditions and_ we, 
therefore, throw our sales strength 
to the independent hardware deal- 
ers who do distribute 87 per cent 
of the hardware goods in this 
country. 

In discussing catalog house 
and chain store competition it is 
important to bear in mind that 
conditions have changed and that 
competition is less keen from 
these sources than it was and 
from purely economic reasons. It 
has only been a short time since 
catalog prices were quoted post- 
age paid. It hasn’t been long 
since store prices were the same 
as catalog prices. Almost any- 
one could have predicted that 
from a cost standpoint this could 
not continue. We understand that 
catalog houses admitted that it 
cost them millions to find it out. 
Today prices in the catalogs are 

(Continued on page 84) 
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AMERICAN HARDWARE'S SEMI-ANNUAL MEETING 
HELD AT PITTSBURGH JULY 27-28 


Nearly 200 dealer members 
from Pennsylvania, West Vir- 
ginia, Ohio and New York were 
present for the semi-annual con- 
vention and exhibit of the Ameri- 
can Hardware Supply Co., held 
July 27 and 28, 1936, in the com- 
pany’s newly enlarged and re- 
arranged headquarters, 41-43 
Terminal Way, Pittsburgh, Pa. 
Fifty-two manufacturer’s repre- 
sentatives were in attendance 
with special exhibits. 

Dealer members were gratified 
at the encouraging reports sub- 
mitted by the management, 
which reflected very satisfactory 
operations for the first half of 
the current year, during which 
period sales showed an increase 
of 26 per cent. 

Both Monday and Tuesday 
mornings were devoted to the ex- 
hibition and to the inspection of 
the expanded and reallocated 
warehouse stocks, while the af- 
ternoons were given over to busi- 
ness sessions. Orders booked 
during the convention were in 
the largest volume ever recorded 
at similar meetings. The busi- 
ness sessions convened and meals 
were served in a room adjacent 
to the firm’s quarters. 


At the first business session 
Monday afternoon, Chas. W. 
Scarborough, the company’s 


president, Scarborough & Klauss 
Co., Pittsburgh, Pa., delivered a 
brief welcoming address, in 








which he mentioned: the im- 
provements made in the offices 
and warehouses since the last 
meeting in January, and the com- 
pany’s quick recovery, with small 
damage, from the serious flood 
of the past spring. He also re- 
ported that the revised plan of 
operation, as adopted at the last 
annual meeting, was proving very 
advantageous. 

Wm. M. Stout, general man- 
ager, described how the company 
had met the emergency created 
by the recent flood, and praised 
the warehouse crew for their ex- 
cellent work in speedily moving 
basement stocks to upper floors. 
Mr. Stout also called attention 
to the honor roll of member firms 
who had purchased the largest 
amount of merchandise from the 
company during the preceding 
six months. He also said that 
sales for the first half of 1936 
showed an increase of approxi- 
mately $100,000, with no increase 
in overhead expense. 

At the Monday evening session 
a short talk was made by Mac- 
Donald Witten, associate editor, 
Harpware Acer, New York City, 
who reviewed present merchan- 
dising trends and cited examples 
of how some hardware merchants 
are meeting today’s retailing 
problems. The importance of 
speeding turnover was particu- 
larly stressed, and dealers were 
urged to capitalize on their 


? 





store’s personality and prestige 
in combating chain store com- 
petition. 

In an informal address which 
brought the Monday evening ses- 
sion to a close, Mr. Stout with 
“Where are we headed?” as his 
topic, outlined the accomplish- 
ments that were brought about 
by the closer cooperation of 
dealer members, emphasizing 
that a carefully planned program 
had played an important role in 
making the achievements pos- 
sible. He stated that under the 
program placed into effect a few 
years ago the company has 
tripled its sales, doubled its in- 
ventory and has reduced its 
operating expense by fifty per 
cent. He discussed various other 
phases of the company’s business, 
and in closing stated that the 
three objectives the management 
is now striving to attain are: 
complete stocks, twelve hour 
shipment of orders and a three 
hour billing of invoices. 

J. M. Scott, W. M. Scott & Co., 
Carnegie, Pa., secretary and as- 
sistant treasurer of the company 
and E. A. Hastings, treasurer and 
assistant secretary, presented 
their reports. The latter analyzed 
the company’s balance sheet as 
of June 30, 1936. The American 
Hardware Supply Co., is a dealer 
owned wholesale organization es- 
tablished in 1911. 
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One of the sessions of the well attended meeting of the American Hardware Supply Co. 


DISSTON SALES MANAGER 
ON OLYMPIC TEAM 


Horace C. Disston, of Henry 
Disston & Sons, Inc., Philadel- 
phia, sailed Wednesday, July 15, 
on the S.S. Manhattan with 
more than 200 other American 
athletes who will represent the 
United States at the Olympic 
games held this year at Berlin, 
Germany. Mr. Disston, an expert 
hockey player, member of the 


Philadelphia Cricket Club, is 
captain of the Field Hockey 
Team, which will represent 


Uncle Sam in this field of sport. 

He is a graduate of Princeton 
University, where he won his let- 
ter in football and gained recog- 
nition in ice hockey and tennis. 
He was made manager of the 
steel sales department of Henry 
Disston & Sons, Inc., early in 
1933, after spending several 
years in the company’s steet 
plant and metallurgical labora- 
tory. 


ANNUAL OUTING OF 


SUPPLEE-BIDDLE 
Offices and salesrooms of the 
Supplee-Biddle Hardware Co., 


Philadelphia, Pa., were closed 
Thursday, July 23, when employ- 
ees of the company held their 
annual outing at Westown 
School, Westown, Pa. Wm. Geo. 
Steltz, president of the concern, 
was the only speaker of the day, 
which was given over to sport 
and fun. Several hundred prizes 
were awarded for the various 
events scheduled. Luncheon and 
dinner were served on_ the 
grounds. 


MILLER SALES MGR. OF 
REPUBLIC TIN PLATE 


Frank C. Miller, formerly asso- 
ciated with the Detroit sales of- 
fice of the Republic Steel Corp., 
Cleveland, Ohio, has been ap- 
pointed manager of sales of the 
Tin Plate Division. He succeeds 
George E. Totten. 

Since 1919 when he joined the 
Otis Steel Co., Cleveland, Mr. 
Miller has been associated with 
the sales offices respectively of 
Brier Hill Steel Co., Trumbull 
Steel Co., Republic Iron & Steel 
Co. and since the merger, with 





Republic Steel Corp. 
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PLAN BIG OCTOBER 
LIGHT CAMPAIGN 


Combining artistic and decora 
tive merit with utility in the 
product, the nation-wide second 
anniversary campaign for “Bet- 
ter Sight-Better Light” lamps 
will be launched in October with 
a goal of 1,000,000 lamp sales 
for the month or one I.E.S. lamp 
for every 20 metered homes in 
the country, lamp buyers meeting 
at the Hotel New Yorker, New 
York City, were told during the 
recent lamp show at that hotel. 
Lamps made under specifications 
of the Illuminating Engineer’s 
Society, will be presented in the 
market this season in a wide 
variety of attractive models suit- 
able for ensembles. 

Merrill E. Skinner, assistant to 
the vice-president, Niagara-Hud- 
son Power Corp., told of the his- 
tory of the “Better Light-Better 
Sight” movement from its incep- 
tion two years ago. F. Carlisle 
Fester, Foster & Davies Adver- 
tising Agency, outlined how the 
October campaign would be han- 
dled in various communities 
through the joint efforts of stores, 
utility companies, local light-sav- 
ing and safety councils, etc. 





PLAN ELECTRIC BUFFET 
SERVICE MONTH IN OCT. 


October has been designated 
Electric Buffet Service Month by 
the Edison Electric Institute and 
cooperating electrical manufac- 
turers, who will sponsor an ex- 
tensive promotional cam paign 
early this autumn, in which deal- 
ers in_ electrical housewares 
everywhere will be invited to par- 
ticipate. Contributing members 
of the National Electrical Manu- 
facturers Association and _ their 
distributors will back the pro- 
gram in which virtually every 
department store, central _ sta- 
tions, and utility dealing in elec- 
trical housewares will take part. 

A poster will be distributed for 
window display purposes. Sub- 
stantial prizes will be awarded to 
dealers having the most attrac- 
tive, original and appealing dis- 
plays. Newspaper releases, mats 
for local advertising and stickers 
will be used to publicize the cam- 
paign. In addition, arrangements 
have been made with the General 
Foods Corp. to include an an- 
nouncement of Electrical Buffet 
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Service Month on their Maxwell 
House Show Boat, Log Cabin 


Syrup, Sanka Coffee and Jello 
radio programs. 





SEVERAL HUNDRED ATTEND POT & KETTLE 
CLUB CONVENTION IN YOSEMITE PARK 


Several hundred members and 
their families attended the ninth 
annual convention of the Asso- 
ciated Pot & Kettle Clubs Of 
America, held June 26, 27, and 
28 at the Wawona Hotel in beau- 
tiful Yosemite National Park. All 
had a wonderful time, for chair- 
man, Mike Sweyd, ably assisted 
by Mrs. Sweyd, kept the pro- 
gram running smoothly. 

C. A. L. Wilson, Corning Glass 
Works, was elected president for 
the ensuing year; J. M. Robert- 
son, Wizard, Inc., was elected 
secretary and treasurer, and Art 
H. Clark, manufacturers agent, 
125 Sante Fe Ave., Los Angeles, 
Cal., publicity director. 


The following were elected 
regional vice-presidents: J. P. 
Cummings, Seattle, Wash., 


Schwabacher Hdwe. Co.; Al Jas- 
man, Portland, Ore., Meier & 
Frank; R. L. Harkness, San 
Francisco, Dohrmann Hotel Sup- 
ply Co.; T. Schlueter, Oakland, 
Cal., and J. J. Cragg, Los 
Angeles, Cal., Barker Bros. 

On Friday, June 26, a confer- 
ence of officers and directors 
headed by C. C. Gillan was held 
and also a meeting of the House- 
wares Directory committee, head- 
ed by W. S. McCune. In the 
evening J. J. Cragg spoke at the 
outdoor barbecue dinner and Al 
Auger provided comics. Later 
on there was dancing and enter- 








, 


ART H. CLARK 


Publicity Director 
Pot & Kettle Clubs 


tainment by the club members 
with George Slater as master of 
ceremonies. 

Following the business meeting 
and election of national officers, 
Saturday, June 27, the delegates 
and visitors indulged in golf, 
swimming, fishing, trails, saddle 
trips, etc. A picnic lunch was 
served at Big Trees with Breen 
McDonald in charge. Doris 
Murdock supervised the bridge 
party in the hotel lounge, which 
was followed by a tea for the 
ladies. 

At the dinner dance that eve- 
ning, past president G. C. Gillan 





The presentation of the gavel by C. G. Gillan (right) to Laurie 
Wilson, the new president (left). Jim Robertson the new 
secretary is in the center. 





RICHARDSON ELECTED TO 
TEXAS SAFETY COMM. 
W. H. Richardson, Jr., W. H. 

Richardson & Co., wholesale 

hardware firm of Austin, Tex., 


has been appointed Public 
Satety Commissioner of Texas 
by Governor Allred. It is the 


first political position that Mr. 
Richardson has ever held. 

The commission which he 
heads is composed of three citi- 
zens and has for its object the 
curbing of the multitude of ac- 
cidents which are happening 
upon the highways and a better 
coordination of the enforcement 
officers of Texas in presenting 
and solving crime. 

Under the supervision of the 
commission are approximately 
150 highway patrolmen whose 
duties are to handle traffic, the 
prevention of traffic accidents 
wherever possible, and the ar- 
rest of violators of traffic laws. 
In addition they have full au- 
thority as peace officers in mak- 
ing arrests on all highways in 
such special duties as may be 
assigned them. 





ZEPHYR PRODUCTS NOW 
MAKES ZEPHYR SKATES 


Zephyr Noiseless Skates, for- 
merly made by The W. J. Baker 
Co., Newport, Ky., are now made 
by The Zephyr Products Co., 
2530 Spring Grove Ave., Cincin- 


nati, Ohio, in a new plant 
especially equipped for skate 
production. 


ROPE CLAMP FIRM 
CHANGES ITS NAME 


The Sure Grip Rope Clamp 
Co., of 98 Magazine St., Newark, 
N. J., has changed its name to 
the Etel Rope Clamp Co. The 
firm is continuing its operations 
at its Magazine St. address. The 
change was necessitated by dif- 
ficulty in securing proper regis- 
tration of the “Sure Grip” name. 





was presented with a_ wrist 
watch. 

On Sunday, June 28, the early 
risers and late retirers left for 
Glacier Point to see the High 
Sierra sunrise at 3.30 a. m. At 
the mass breakfast meeting, the 
ensemble delivered the club song. 
Those who were not already on 
the way home, visited Yosemite 


Park and points of interest. 
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HARDWARE GOLF. ASSN. TOURNAMENT TO BE 
HELD AT EXCELSIOR SPRINGS, SEPT. 17-19 


R. A. Sundvahl, 321 W. Ran- 
dolph St., Chicago, IIl., secretary- 
treasurer of the Hardware Golf 
Association has announced that 
the association will hold its 11th 
annual golf tournament at the 
Elms Hotel, Excelsior Springs, 
Mo., Sept. 17, 18, and 19. 





As there are only 18 holes on | 
which to play, the board of di- | 


rectors of the association, in 


order to avoid undue congestion | 


and delay, has voted to limit the 
membership to representatives ol 
firms who are members of hard- 
ware wholesale, mill supply 
wholesale, and hardware manu- 
facturer associations. The num- 
ber of golf entrees will be limit- 
ed to 176 but there will be no 
limit for non-golfing members. 
The tournament committee will 
accept all wholesaler entrees but 
will reserve the right to limit the 
number of players representing 
the same manufacturer to two en- 
trees if the total exceeds 176. 
The golf membership fee is 
$5.00 per person and the non- 
golf membership fee is $3.00 per 
person. All fees collected go to 


| 
| 








R. A. SUNDVAHL 


defray the expenses and to buy 
prizes. 

Thursday night, Sept. 17, be- 
ginning about 10 o’clock, a free 
buffet luncheon will be served. 
This will give the entrees the op- 
portunity of learning their oppo- 
nents for the first round and a 
chance for all to become 
acquainted. Some entertainment 
will also be provided. 





SHEET METAL DISTRIBUTORS ASSN. 
TO MEET IN ATLANTIC CITY, OCT. 20 


The 25th annual meeting of 
The National Association of 
Sheet Metal Distributors will be 
held at Atlantic City, N. J., Tues- 
day, Oct. 20, at the Marlborough- 
Blenheim Hotel, during the an- 
nual convention of The National 
Wholesale Hardware Association 
and the American Hardware 
Manufacturers’ Association. 

At a recent meeting of the 
executive committee of the dis- 
tributors association the follow- 
ing committees and their chair- 
men were appointed: galvanized 
and black sheets and corrugated 
roofing, F. J. McNeive, W. F. 
Potts Son & Co., Inc., Phila., 
Pa.; tin and terne plate, O. F. 
Murphy, Lyon, Conklin & Co., 
Baltimore, Md.; eaves, trough, 
and conductor pipe, E. H. Hof- 
feld, The Ferdinand Dieckmann 
Co., Cincinnati, Ohio; prepared 
roofing, Joseph Stelwagon, Stel- 
wagon Mfg. Co., Philadel- 
phia, Pa. 

These committees will make an 
investigation of the conditions 
surrounding the distribution of 
the various lines and make a 
complete report with recommen- 
dations as to the manner in 
which the distribution of these 
lines may be placed upon a more 
satisfactory basis. It was the de- 
cision of the executive commit- 
tee that the entire time will be 
devoted to distribution and man- 
agement problems. 

Members will also be advised 


48 





as to the manner in which the 
Robinson-Patman Bill, the Social 
Security Act, and the enactment 
vf the Walsh-Healey Bill will 
affect their businesses. 





PITTSBURGH EXHIBIT 
TO BE HELD SEPT. 25 


A Fall, Winter, and Christmas 
goods exhibit will be held by the 
Pittsburgh, Pa., hardware trade 
on Friday, Sept. 25, 1936. The 
exhibit is under the auspices of 
the Pittsburgh Retail Hardware 
Association and will feature dis- 
plays and selling ideas sponsored 
by local wholesalers and by 
manufacturers. 


MASBACK SALESMEN 
HAVE SUMMER OUTING 


Salesmen of Masback Hard- 
ware Co., 326 Hudson St., New 
York City, wholesale hardware 
distributors, recently held their 
annual summer outing at the 
Westchester Country Club, Rye, 
N. Y., the program featuring 
athletic events in the morning 
and afternoon and concluding 
with a dinner in the evening. A 
golf tournament and a baseball 
(softball) tournament started the 
program in the morning, there 
being two games enabling all 
ball players to participate. Nov- 
elty races were held in the after- 





noon, including potato, piggy 
back and fat men’s events. Swim- 
ming races wound up the athletic 
events in the afternoon at the 
club’s swimming pool. 

Cups were awarded the win- 
ners of the various events. 





JOURNAL OF AMERICAN 
ZINC INSTITUTE 


The American Zinc Institute, 
60 E. 42 St., New York, N. Y., 
has published its annual meeting 
number giving the reports and 
addresses presented at the 18th 
annual meeting of the Institute 
at the Hotel Statler, St. Louis, 
Mo., April 20-21, 1936. The 
journal also contains a review of 
the zinc industry and world zinc 
situation as prepared for the an- 
nual meeting of the Institute. 

The newly elected officers of 
the American Zinc Institute are: 
Howard I. Young, president; 
C. Merrill Chapin, Jr., eastern 
vice-president; John A. Robin- 
son, mid-western vice-president; 
James O. Elton, western vice- 
president; James A. Caselton, 
treasurer, and Ernest V. Gent, 
secretary. 


OFFER FILE FOLDER FOR 
ALUMINUM WARE DATA 


The Aluminum Wares Associa- 
tion, American Bank Building, 
Pittsburgh, Pa., is supplementing 
its reference folder of last year, 
with a file folder for the storing 
of the latest news and data on 
the subject of aluminum cook- 
ing utensils. Entitled “Health 
Aspects of Aluminum Cooking 
Utensils,” the inside of the file 
folder gives scientific sources 
which contend that aluminum 
ware is not detrimental to health. 





SAN FRANCISCO KETTLE 
CLUB HONORS AUGUSTON 


On July 21 members of the 
San Francisco Pot & Kettle Club 
met at the Paris Louvre Restau- 
rant, San Francisco, to honor 
their president, Hugo Auguston, 
with a testimonial dinner. The 
occasion was his departure for 
Long Beach, Cal., where he 
has become associated with 
the American Wholesale Hard- 
ware Co. 

Mike Sweyd, vice-president, 
now assumes the leadership of 
the club. 


STOLLBERG HDWE. ADDS 
SPORTS GOODS DEPT. 


G. S. Wilson, president and 
general manager of the Stollberg 
Hardware Co., wholesale and re- 
tail, Toledo, Ohio, has an- 
nounced the installation of a 
complete sporting goods depart- 
ment under the management of 
Thomas W. Nolan. He will be 
assisted by W. A. Hardy, expert 
consultant on fishing equipment, 
guns, and ammunition. 


SWITZERLAND FIRM 
WISHES CATALOGS 


E. Cattaneo & Co., manufac- 
turers agent, Riva Albertolli, 
Plazzo Gargantini, Lugano, 
Switzerland, is interested in re- 
ceiving offers and catalogs from 
manufacturers of electrical ap- 
pliances. Further information 
about the firm may be obtained 
from its forwarding agents, W. O. 
Smith & Co., Inc., 32 Water St., 
New York City. 





TOY MANUFACTURERS OF THE U.S.A. PUBLISH 
MERCHANDISE MANUAL FOR TOYS AND PLAYTHINGS 


A “Merchandise Manual for 
Toys and Playthings,” designed 
to promote better understanding 
of the mutual problems of the 
buyer and seller and to aid in 
decreasing the costs and wastes 
in toy production and, distribu- 
tion has been published by 
the Toy Manufacturers of the 
U. S. A., Inc., 200 Fifth Ave., 
New York City. The manual 
was edited by James L. Fri, man- 
aging director of the Toy As- 
sociation. Copies are available 
at 75c each or 50c each in quan- 
tities of ten or more. 

Chapter headings of the Mer- 
chandise Manual include: Prob- 
lems of Merchandising; Mer- 
chandise Planning; Stock Turn; 
Setting Up A Balanced Stock; 
Control of Stock; Price Lining 
and Price Policies; Sales Promo- 
tion; Standards of Marketing 





Practice; Developing an Effec- 
tive Salesforce and Some Factors 
Contributing to Profits. Consid- 
erable attention is given to set- 
ting up of a balanced stock and 
stock turnover. More than one 
hundred ideas for promoting the 
sale of toys by tying in with 
special events, special displays, 
sponsoring of clubs, etc., are 
included. 

One appendix lists items in- 
cluded in classifications of a rep- 
resentative group of stores as the 
basis for a model stock, while 
another appendix gives an alpha- 
betical classification of 350 toys 
identified by merchandise classi- 
fication numbers. There is an 
alphabetical listing of toys and 
playthings made by members of 
the association under whose aus- 
pices the manual was prepared. 
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HARDWARE BRIEFS 








ALABAMA 


The Lon Williams Hardware 
Co., Boaz, Ala., is remodeling its 
store, building a new roof and 
enlarging its display space. 





The Service Hardware Co., 
Sylcauga, Ala., has moved into 
the new Waldrip building, in 
that city. The store stocks com- 
plete line of hardware, electrical 
and plumbing supplies, and 
farm machinery and implements. 





CALIFORNIA 


C. R. Ogden, who since 1923 
has been associated with his 
father, M. H. Ogden, president 
of the Coast Hardware Co., San 
Diego, Cal., has purchased the 
stock of The Gandy Hardware 
Co., Le Mesa, Cal. 


CONNECTICUT 


The Seaman-Lynch Hardware 
Co., retail, has been opened at 
Danbury, Conn., by George A. 
Seaman, Henry C. Lynch and 
Joseph Falvo, all of that city. 





The Kuhnly Plumbing & Heat- 
ing Co., Rockville, Conn., has 
acquired the Star Hardware Co. 
Alfred Rosenberg, Jr., is in 
charge of the new property ot 
the Kuhnly company. Plans call 
for additions to the store’s stock 
of hardware, sporting goods and 
building supplies. 





Z. C. Gillespie and his son re- 
cently sold the stock and fix- 
tures of the Gillespie Hardware 
Store at 74 Wall St, Norwalk, 
Conn., discontinuing a business 
which had been operated since 
about 1830. The Gillespies op- 
erated the business since 1925. 


GEORGIA 


The Harris Hardware Co., Car- 
rollton, Ga., has moved from its 
former location on Alabama St., 
to the Shaw Bldg., on the Square. 
The building was especially re- 
modeled and prepared for the 
hardware company. 





KANSAS 


C. R. White of Neodesha, 
Kan., has purchased the entire 
stock of the Lafontaine Hard- 
ware, Lafontaine, Kan. 
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LOUISIANA 


Durrett Hardware & Furniture 
Co., Monroe, La., has acquired 
the retail department of the 
Monroe Hardware & Furniture 
Co., Monroe and the West Mon- 
roe Hardware & Furniture Co., 
W. Monroe, La. Joe G. Durrett 
is president and general mana- 
ger of the new corporation and 
will manage both stores. 


MICHIGAN 


The Hill Hardware Co., which 
succeeded the Fred Pfaff Co. at 
119 Washington St. Grand 
Haven, Mich., recently held a 
formal opening. The store is op- 
erated by Frank M. Hill, for- 
merly of Wabash, Ind., and his 
sons, Earl and Howard. Mr. Hill 
has been in the hardware busi- 
ness for many years, having sold 
his previous business about a 
year ago. 


MISSISSIPPI 


The Mississippi Hardware Co. 
recently opened at Washington 
and South Sts., Vicksburg, Miss. 
Elmer J. Platte is president of 
the company and J. C. Ramsey 
is manager of the store. 


MISSOURI 


The Stanfill Hardware Co. has 
opened at Caruthersville, Mo. 





NORTH CAROLINA 


Chamblee Hardware Co., Ox- 
ford, N. C., has moved from its 
Main St. location to a larger and 
better located store on Hillsboro 
St. In its new location, the firm 
will operate as the Dean Hard- 
ware Co. 


Whedbee and Anderson are the 
new owners of the former Wil- 
liamston Hardware Co., Wil- 
liamston, N. C. The new owners 
plan to operate the business with 
a complete line of hardware and 
farm supplies. 


OHIO 


The Lickendorf Hardware Co., 
Toledo, Ohio, has started con- 
struction on a two-story brick 
building on Monroe St., near 
Lawrence Ave., that city. The 
store will occupy the first floor 
of the structure. 





SOUTH DAKOTA 
D. D. Gross, who operated a 
hardware store in Yankton, S. D., 
for forty-five years, has retired 
from business. 


TENNESSEE 


R. E. Compton, who has op- 
erated the Compton Hardware 
Co. in Lebanon, Tenn., for a 
number of years, has moved his 
store to Shelbyville, that state, 
where he has already opened an 
up-to-date hardware business. 





Sid Veazey and Dave Bryant 
have purchased the G. H. Simms 
Hardware Co. at Milan, Tenn. 





aad TEXAS 


Alsdorf and Co. has moved its 
store from Melvin, Tex., to 
Brady, that state, where it is 
located in the Whiteman Bldg. 





Paul Zink has purchased the 
hardware and furniture business 
formerly operated by E. E. Wallis 
in Iowa Park, Tex. Mr. Zink 
plans to add a line of glassware, 
variety goods, china, etc., to the 
hardware stock. 





J. B. March, who has operated 
a general merchandise business 
at Nacona, Tex., for years, has 
opened a new hardware business 
on South Clay St., that city. 





Myers & Moore recently 
opened a retail hardware store 
in Olney, Tex. 





MASBACK ISSUES NEW 
“RED DIAMOND” CATALOG 


A complete “Red Diamond” 
products catalog has been issued 
by Masback Hardware Co., 326- 
330 Hudson St., New York City, 
hardware wholesalers. The new 
catalog contains for the first time 
a complete alphabetical listing 
of all “Red Diamond” lines as 
well as an index of page num- 
bers. Two “Red Diamond” tool 
assortments are listed in the cat- 
alog which contains fifty-eight 
pages of descriptions and illus- 
trations of items designed partic- 
ularly to meet competition. 
Wherever possible the catalog 
lists suggested retail selling 
prices and at the back of the 
book dealer costs of the various 
items are indicated. 

Large and clear illustrations 
are shown for each item. 





FERRY-MORSE SEED CO. 


CELEBRATES ITS 80TH ANNIVERSARY 


The Ferry-Morse Seed Co., De- 
troit, Mich., is commemorating 
its 80th anniversary of seed pro- 
duction with an attractive bro- 
chure entitled, “Eighty Years of 
Growing.” The booklet traces 
the history of the company from 
1856 when Dexter Mason Ferry, 
became a partner in the M. T. 
Gardner Co., a small seed house. 
This original firm underwent sev- 
eral name changes until Mr. 
Ferry with C. C. Bowen, whom 
he had met as a competitor, and 
H. K. White took over the busi- 
ness and established D. M. 
Ferry & Co. 

At the start the packet seed 
business was small, only about 
500 assortments being sent out 
the first year but the business 
grew so rapidly that in a few 
years home gardeners everywhere 
in the United States were using 
Ferry’s seeds. 

In 1865 a large office and ware- 
house building was erected at 
Brush and Monroe Sts., Detroit. 
The burning of this building in 
1866 occasioned a million dollar 
loss but undismayed, a skating 
rink was rented; orders rushed 
for additional supplies, and new 
seed tests were made. Not an 
order had to be canceled. A 
larger warehouse was erected on 
the old site, and with the in- 
crease in population, the num- 





ber of gardeners growing market 
vegetables and the development 
of the canning industry, the busi- 
ness continued to grow. The 
company acquired properties at 
other points in Michigan and ad- 
ditional warehouses were built 
until finally 19% acres of floor 
space were devoted to the busi- 
ness. 

For some time the company 
had been having business rela- 
tibns with C. C. Morse & Co., a 
California firm. It became evi- 
dent as the commercial growing 
of vegetables in the South and 
West developed and the canning 
industry expanded rapidly and 
the number of dealer outlets in- 
creased, that a combination of 
the merchandising and growing 
facilities of D. M. Ferry & Co. 
and the breeding and growing 
equipment of C. C. Morse & Co. 
was desirable. When in 1930 
these two companies merged, the 
Ferry-Morse Seed Co. became 
the largest merchandiser, breeder 
and grower of garden seeds in 
the world. 

The present officers of the 
company are D. M. Ferry, Jr., 
president; Lester L. Morse, first 
vice-president; Albert L. Hart, 
executive vice-president and 
treasurer; Harry H. Hobbs, T. 
M. Landrum and Frank G. Cuth- 


bertson, vice-presidents. 


49 





Hardware Age Special Arrives Atlantic City 


Sunday—Leaves Chicago Satu 


Special through train to Atlantic City Convention of 
hardware wholesalers and manufacturers will leave 
Chicago, Saturday, October 17, about noon, arriv- 
ing in Atlantic City, Sunday morning, October 18, 
via Pennsylvania Railroad. This special, air-condi- 
tioned train avoids changes at North Philadelphia. 
Delegates are urged to make immediate hotel reser- 


vations. 


The Harpware AcE SPECIAL 
from Chicago to Atlantic City 
will again provide a_ through 
train for the October convention 
of the American Hardware 
Manufacturers Association and 
the National Wholesale Hard- 
ware Association. The special 
train sponsored by this publica- 
tion will leave Chicago, Satur- 
day, October 17 about noon. Cars 
from Cleveland will be connected 
with the train at Alliance, an 
earlier start being made from 
both Cleveland and Chicago to 
enable hardwaremen from those 
areas to spend the afternoon and 
evening together on the train. 
Sunday morning, October 18, the 
special will arrive in Atlantic 
City, without the annoyance of 
a change at North Philadelphia. 
Plans are being made to have 
cars from Kansas City, Mo. and 
St. Louis Mo., connect with the 
special train at Chicago and an 
effort made to have cars from 
Pittsburgh and Detroit connect 
with the train early enough to 
enable hardware folks from those 
cities to visit with their friends 
from Chicago and Cleveland. 

With this schedule delegates 
and families will be able to en- 
joy two full days of the seashore 
before the opening session of the 
convention which will be held 
Monday night, October 19. The 
Harpware Ace Speciar_ will 


again be a completely air-con- 














The convention dates—Oct. 19-22, 1936. 


ditioned train with modern din- 
ing car services. 

This will be the forty-second 
annual convention of the, Na- 
tional Wholesale Hardware As- 
sociation and the seventy-third 
annual meeting of the American 
Hardware Manufacturers Asso- 
ciation. Headquarters will again 
be at the Marlborough-Blenhein: 
Hotel, the convention being from 
October 19 to 22 inclusive. 

Secretary-treasurer Charles F. 
Rockwell, American Hardware 
Manufacturers Association, with 
headquarters at 342 Madison 
Ave., New York City, and George 
A. Fernley, secretary-treasurer, 
National Wholesale Hardware 
Manufacturers Association, 505 
Arch St., Philadelphia, Pa., are 
busy preparing their joint and 
separate programs. 

Further data on the HARDWARE 
Ace Spectat and its schedule 
will be announced shortly. 





300 AT PITTSBURGH 
ASSN. TRADE JUBILEE 


Approximately 300 persons at- 
tended the second annual hard- 
ware trade’s jubilee sponsored 
by the Pittsburgh Retail Hard- 
ware Association. The gather- 
ing was made up of dealers, 
clerks, wholesalers’ salesmen, 
manufacturers’ salesmen, stenog- 
raphers, and their wives or 
sweethearts. 


rday About Noon 








During the afternoon a golf 
game was in progress and also 
quoits and horse shoes for the 
men, while the ladies were en- 
tertained at cards. Ladies’ con- 
tests included husband calling, 
gum chewing, and rolling pin 
throwing. 

During the entire afternoon, 
Glenn Pearce, managing director 
of PASHA took moving pictures, 
which will be shown at the Sep- 
tember meeting of the associa 
tion, on the last Friday of the 
month. 

Another highlight of the af- 
fair was the huge picnic lunch 
and community singing, after 
which prizes were awarded. In 
the evening the dining hall was 
cleared and everyone was invited 
to dance to the music of Art 
Gile’s orchestra. The entire af- 
fair, under the guidance of Frank 
Hegner, general chairman, and 
his various committees, was en- 
tirely successful and enjoyable 
for all who attended. 





HENRY THOMPSON CO. 
ISSUES POLICY BOOKLET 


After filing a statement of its 
sales policy with The American 
Institute of Fair Competition, 
Inc., Dayton, Ohio, the Henry G. 
Thompson & Son Co., New 
Haven, Conn., manufacturers of 
Milford hack saw and band saw 
blades, issued a reprint of its 
statement in an attractive book- 
let. “This statement,” says The 
American Institute of Fair Com- 
petition, Inc., “is somewhat 
longer than most sales policies 
published as The Henry G. 
Thompson & Son Co. has cov- 
ered every business relationship 
between themselves and_ the 
manufacturer and _ wholesalers 
and distributors.” 

The fourteen paragraphs of the 
Thompson sales policy are ex- 
pressed in clear terms and are 
printed in large and easily read 
type, in the form of a 16-page 
booklet. Most of these para- 
graphs are given a separate page 


The 1935 Harpware Ace Special leaving Chicago 
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M. J. LACEY RE-ELECTED 
PEXTO PRESIDENT & 
GENERAL MANAGER 


Financial Statement Shows 


Profitable Year 


Mark J. Lacey of New Britain, 
Conn., was re-elected president 
and general manager of The 
Peck, Stow & Wilcox Co. of 
Southington, Conn., on July 29, 
1936. All other officers and di- 
rectors were also re-elected. Ac- 
cording to the New Britain 
Herald, New Britain, Conn., the 
financial statement showed that 





MARK J. LACEY 


during the past year the com- 
pany made a profit of $182,009.23. 
This amount less depreciation of 
$64,948.39 and taxes of $46,- 
181.52, leaves a profit for the 
operating year of $70,879.32. Dur- 
ing the past year the total sales 
of PEXTO products increased 
$600,000, over the preceding 
year. Machinery sales and ex- 
port business increased material- 
ly, but the gains came mainly 
from tool sales in the U. S. A. 





in the booklet and each one is 
identified by a heading printed 
in red to make it more fully 
stand out. In addition there is 
an index of the pages on which 
each clause is printed. Headings 
for the different paragraphs are: 
Method of Distribution; Dis- 
tributor Selection; Retailer and 
Consumer Sales; Mail Order and 
Chain Store Sales; One Price 
Policy; Price Changes; Sug- 
gested Consumer Resale Prices: 
Terms; Private Brands; Special 
Type Blades; Warehouse Stocks; 
Quality Guarantee; Facts Dis- 
closure and Sales Policy Con- 
tract. 

The company gives all of its 
representative distributors and 
jobbers a legal contract guar- 
anteeing the fulfillment of its 
sales policy. 
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Opponents and Supporters Alike Uncertain as to 
Outcome Recognizing Basic Lack of Yardstick to 
Measure Basic Provisions. Possible Amendment in 
Next Congress Freely Predicted. Representative 
Patman Urging State Laws to Bolster Up His Efforts. 


BY—L. 


Seldom has legislation brought 
such a deluge of inquiries as 
to its meaning as has the Robin- 
son-Patman Act. The Federal 
Trade Commission and the De- 
partment of Justice are respon- 
sible for its enforcement. Both 
these branches of the govern- 
ment are as much at sea as are 
the business and the legal profes- 
sion of the country regarding 
interpretation of a number of 
its provisions. A common belief 
prevails in Washington that it 
will have to be re-written at the 
next sesssion of Congress. There 
is widespread challenge of its 
constitutionality. This point is 
expected to be the chief source 
of attack in what appears to be 





inevitable litigation on a broad | 


scale in the courts. 

These views come from sources 
which are sympathetic with the 
principles of the act, as well as 
from those who are opposed to 
it. With its fundamental con- 
ception that there shall be no 
undue price discrimination in 
favor of large purchasers as 
against small buyers there can 
be no fair disagreement. The 
new law permits quantity dis- 
counts which “make only due al- 
lowance for differences in the 
cost of manufacture” and selling 
costs. But on this primary prin- 
ciple there at once has been 
raised a question as to the law’s 
constitutionality. The matter of 
reaching an exact basis for de- 
termining differences in costs is 
seen as an extreme if not im- 
possible obstacle. It is the gen- 
eral thought that it can be done 
only by an arbitrary means, a 
rule-of-thumb method, through 
the Federal Trade Commission 
and could be easily challenged. 
The same is true as to the fixing 
of maximum discounts allowable 
to large purchasers who “are so 
few as to render differentials . . . 
unjustly discriminatory or pro- 
motive of monopoly.” The com- 
mission is given no yardstick by 
which to restrict and fix such 
maximum discounts. The amend- 
ed provision forbidding price 
discrimination where the effect 
may be to “injure, destroy or 
prevent competition” likewise is 
of such indefinite character thai 
its legality is doubted. The ex- 
amples can be multiplied and 
are multiplied by many analyses 
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of the act which have been is- 
sued by legal departments of 
trade associations, business or- 
ganizations and private counsel. 
That Representative Patman, 
who so zealously sponsored the 
measure in the House, has seri- 


ous doubts of its constitutionality | 





Patman Act Develops Confusion Over Varied Interpretations | 


under its jurisdiction. This is | 
the so-called Borah-Van Nuys 
amendment. It bars discrimina 
tion by means of 
rebates, allowances or advertis- 
ing service. Indicative of its 
broad implications, it apparently | 
would prevent producers from 
retailers or wholesalers | 


| 
| 


discounts, | 


paying 


| for use of window space for dis- | 


under the commerce clause, is | 
indicated by the fact that he has | 


proposed that the various states 
enact such legislation under a 
model he has drafted along the 
lines of the Robinson-Patman 
act. His thought seems to be 
that some of the provisions of 
the law might be escaped 
through readjustment of mer- 
chandising operations by setting 
up state units. 

The Federal 


sion has declined 


Trade Commis- | 
to give any | 


rulings on the act or to attempt | 


even broad interpretations. 
stead it has simply prepared a 
compilation giving some of the 
highlights of debates in Congress 
and hearings before committees 
on the legislation. It will act on 
provisions of the new law only 
as Individual cases come before 
it. Meanwhile, the Department 
of Justice is equally silent as 
to the meaning of the section of 
the act which comes directly 


In- | 


plays or other sales promotional 
facilities unless payments of a 
like kind are made available to 
competitors. It has been pointed | 
out that conditions may be such | 
that use of such facilities could | 
not be made available to com- | 
petitors and that there is no dis- 
crimination in not offering them. 
Already many advertising ac- 
counts are said to have been cut | 
off on account of this provision, 
whose cv. stitutionality is chal- | 
lenged. It also is similar to a 
preceding provision in the act. | 
This further emphasizes its con- | 
fusion caused by ambiguity, | 
overlapping and _ inconsistencies. 


N. Y. ASSOCIATION WILL 
CONVENE FEB. 9-11 
John B. Foley, secretary, New 
York State Retail Hardware As- 
sociation, Hills Bldg., Syracuse. 
N. Y., has announced that the 
New York State Retail Hardware 
Association’s 1937 convention 
will be held at Rochester, N. Y., 
February 9, 10 and 11, 1937. 
Headquarters will be at the 
Hotel Seneca and the exposition 
will be staged at the National 
Guard Armory. East Main St. 








| Johnstown, 


NAT. RADIATOR FORMS 
AIR CONDITIONING UNIT 


Radiator Corp., 
Pa., announces the 
formation of an air conditioning 
division to be known as National 


National 


| Air Conditioning, Inc., and also 


the completion of arrangements 


whereby oil burning _ heating 
units will be manufactured co- 
operatively with the Nu-Way 


Corp. and the Cleveland Steel 
Products Corp., each now a pro- 
ducer of such units. National 
Radiator will supply special 
boilers for use with these units. 
It already performs this service 
in connection with Williams Oil- 
O-Matic heating units. New 
York offices will be located at 
101 Park Avenue, under the man- 
agement of C. P. Culbert, oil 
heating division sales manager of 
National Radiator, now manager 
of the air conditioning division. 


| WHITLOCK CORDAGE CO. 


APPOINTS SALES MGR. 


Frank W. Edwards was re- 
cently appointed sales manager 
of the Whitlock Cordage Co., 46 
South Street, New York City. 
Joining the Whitlock organiza- 
tion in January, 1924, he was 
made assistant sales manager in 
1925 and for the past year or so 
has been acting sales manager. 

Previous to Mr. Edwards’ as- 
sociation with the Whitlock 
Cordage Co., he was connected 
with The Rossendale-Reddaway 
Belting & Hose Co., Newark, N. 
J., as sales promotion manager. 
and later manager of its oil 
country sales. He has also been 
connected with the Reimann-Sea- 


Co.. of New York. 


brey 


DISTRIBUTORS AND SALESMEN ATTEND TWO-DAY SALES 
CONVENTION OF HORTON MFG. CO., JULY 15-16 


The Horton Mfg. Co., recently 
closed one of the most successful 
distributors meetings ever held 
in the history of the company. 
Leading distributors from all 
over the United States; Horton 
sales representatives, and repre- 
sentatives of the larger trade 
papers throughout the United 
States, gathered at Fort Wayne 
for a two-day session to view the 
new Horton washers and Ironers. 

The morning session, July 15, | 
opened with an informal talk by | 
president Henry J. Bowerfind, | 
who reviewed briefly the history 





of the company, dwelling par- 
ticularly on the recent change in 
management, through which 
Joseph C. Lewis was made gen- 
eral manager. The balance of | 
that session was spent listening 
to Horton suppliers, who pointed 
out the features and innovations | 
of Horton products. 

After a brief buffet luncheon 
at the plant, the afternoon | 
opened with the presentation of 
the new line of washers and iron- | 
ers, which were received with 
enthusiasm and surprise. The 


late afternoon was spent on the | 


golf course of the Fort Wayne 
Country Club, followed by a ban- 
quet on the veranda of the club 
house. Mr. Lewis served as 
toastmaster. 

The morning of Thursday, July 
16, the wholesalers were taken 
for a tour of inspection of the 
Horton factory. Many com- 
mented on the straight-line pro- 


duction system recently _ insti- 
tuted by Mr. Lewis. The new 
advertising program and _ mer- 


chandising plan were presented 
after a buffet luncheon at the 
plant. 
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LYMAN H. O’DONNELL 


Lyman Hugh O'Donnell, 68, 
manager of the O’Donnell Hard- 
ware Co., wholesale and retail 
firm of Washington, Ind., passed 
away July 21. Death was attribut- 
ed to hardening of the arteries. 

Mr. O’Donnell, a member of 
the Hardware Age Fifty-Year 
Club, began his hardware career 
at the age of 13 and after serving 





L. H. O’DONNELL 


his apprenticeship, accepted a 
position in 1892 with the M. J. 
Carnahan Co., Washington, Ind., 
which o perated two hardware 
stores and a sash and door fac- 
tory. In 1899, while still affiliat- 
ed with the Carnahan Co. he or- 
ganized the Collier Shovel & 
Stamping Co. which later was 
consolidated with the Chicago 
Steel Mfg. Co., Hammond, Ind. 
This latter company operated a 
rolling mill and cut nail factory, 
and when the consolidation was 
effected, Mr. O’Donnell resigned 
from the Carnahan Co. to be- 
come general manager of the 
Chicago Steel Mfg. Co. 

When the manufacturing com- 
pany’s plant was destroyed by 
fire in 1903, Mr. O’Donnell was 
offered the sale of a fifth interest 


in the Carnahan Co. if he would | 


return to Washington and man- 


age the company’s store there. | 


He accepted. In 1912 he Organ- 
ized the O’Donnell-Barrows-Coch- 
ran Co., which purchased the 
Washington store from the Car- 
nahan Co. and within the next 
four years he purchased the in- 
terest of his associates. The 
store since 1916 has been known 
under its present name. 

Mr. O’Donnell has also been 
identified with the Ideal Furni- 
ture Mfg. Co., Washington, which 
he organized but which was de 
stroyed by fire in 1908. He was 
president of the Indiana Motion 
Picture League in 1915 and 


formerly owned and operated the 
movie theatre and opera house 
in Washington. 


SAM WILSON SEARS 


Sam Wilson Sears, 45, prom- 
inently identified with the hard- 
ware trade, died suddenly at his 
home in Appomattox, Va., July 
23, following a heart attack. Mr. 
Sears had been connected with 
the Appomattox Hardware Co., 
there, for 18 years. 
ago he was made general 
ager and buyer and last 
president of the company. He 
was also a member of the town 
council. Surviving are his widow 
and a son, Daniel Scott Sears. 


man- 
year, 


JOHN R. POSTE 
John Robinson Poste, 64, presi- 


dent and general manager of 
the Columbus Bolt Works Co., 


Columbus, Ohio, died July 26 at 
Montebello, Canada. He ac- 
quired ownership of the 
company in 1915 and in 1930 he 
erected the present general office 
building at 291 North Water St., 
Columbus, which was the first 
air-conditioned building in the 
city. His widow and a son, who 
is vice-president and secretary of 
the company, survive. 


sole 


GEORGE J. HOOSE 


George J. Hoose, 79, senior 
member of Hoose and Son Hard- 
ware Co., Atlanta, Ill., passed 
away July 12 at the home of 
his daughter in that city. 

Mr. Hoose, a member of the 





GEORGE J. HOOSE 


Hardware Age Fifty-Year Club, 
| had been in the hardware busi- 
ness for 54 years. He began his 
business career in 1870 as a clerk 
in a grocery store but due to his 
father’s insistence that his sons 
learn a trade, he became a “wood 
butcher” under paternal super- 
| vision. Soon tiring of this, Mr. 
Hoose was apprenticed to the 


OBITUARY 


Several years | 











; blacksmith’s department of his 
| father’s business. In 1879 his in- 
dustry was rewarded with a part- 
| nership in his father’s firm, then 
| known as J. H. Hoose and Son. 
|A short time later a separate 
| business was established, which 
|included hardware, under the 
name of Geo. J. Hoose and Co. 
The firm went under various 
| changes until 1926, when the 
| present name was adopted. 
Surviving are his children: 
| Milton M. H. Hoose, who is asso 
| ciated in the business; Hazel H. 
| Miller; Oscar G. Hoose; Erma 
I. Gainer, and Winton C. Hoose. 
Fourteen grandchildren also sur- 
| vive. 


HARRY W. SPINDLER 


Harry W. Spindler, 62, who or- 
ganized the Michigan Hardware 
| Co., Grand Rapids, Mich., and 
| president of that concern, passed 
away suddenly of heart disease, 





HARRY W. SPINDLER 


July 29 in a hotel at Davenport, 
Iowa. 

Mr. Spindler as a boy gained 
| employment with Morley Bros. 
in Saginaw, Mich., as an errand 
boy. He was promoted from time 
| to time until he reached the posi- 
tion of head buyer, where he re- 
| mained many years. He severed 
that connection at one time to ac- 
| cept a similar position with the 
| Edward & Chamberlain Hard- 
| ware Co., of Kalamazoo, Mich., 
but returned to his former posi- 
tion three years later. 

In 1912 he came to Grand 
Rapids, Mich., with two em- 
ployees of Morley Bros. and or- 
ganized the Michigan Hardware 





sale hardware stock of the Clark- 
Weaver Co. Since 1912, Mr. 
Spindler has been presidentof the 
company, which he organized. 

He leaves his widow, 
Neva Spindler, two sons, Jack 
and Stuart; a brother and three 
sisters. 





Co., which purchased the whole: | 


Mrs. | 





ALBERT B. PECK 


Albert B. Peck, sales manager 
of the American Screw Co., 
Providence, R. I., passed away 
July 26, after but a few days ill- 
Mr. Peck, or Al as he was 
called by all who knew him, had 


ness. 





A. B. PECK 
countless numbers of friends 
throughout the entire country, 


and was one of the best known 
and highly respected members 
of the wood screw industry. 

He entered the employ of the 
American Screw Co. as a boy 
and worked his way up through 
various stages to the position of 
sales manager, which he held 
for the past 14 years. In the 
43 years of his association with 
the company his fine personality 
and willingness to help and as- 
sist the younger people in the 
organization will mean that his 
passing will be a great loss to 
his associates. 





SPENCER T. HORTON 


Spencer T. Horton, 72, retired 
glass manufacturer, died July 23 
at his home in Scarsdale, N. Y. 
Mr. Horton had been in the glass 
industry for 55 years. At his 
retirement last year, he was vice- 
president of the Morris Glass 
Co. of New York, which he had 
helped to organize when em- 
ployees took over the Theodore 
Morris Co. 17 years ago. His 
widow, a son, Spencer B. Horton, 
and two daughters survive. 


SMITH BARTON KIMBALL 


Smith Barton Kimball, former 
treasurer and director of the Co- 
lumbian Rope Co., Auburn, N. 
Y., died recently at his home in 
that city. He joined the com- 
pany when it was organized, bul 
because of ill health had not 
been actively associated with it 
for several years. He was in 
charge of the accounting depart- 
ment until he became auditor in 
1916, and nine years later was 
elected treasurer. Illness com- 
pelled him to resign from the 
company in 1928, but he con- 
tinued as a director until ill 
health confined him to his home. 
The mills and main office of the 
company were closed the after- 
noon of his funeral. 


HARDWARE AGE 








nager 

Co., 
away 
rs ill- 
was 


_ had 


ends 
ntry, 
OWN 
ibers 


' the 
boy 
ugh 
n of 
held 
the 
with 
ality 
| as- 
the 
his 


s to 


ired 
y 23 


lass 

his 
rice- 
lass 
had 


lore 


His 


ton, 


the 


ne. 


the 








ADVANCES BECOMING EFFECTIVE 


Hammers 


Axes 

Malleable Pipe Fittings 
Lead Pipe Fittings 
Paint Brushes 

Ferrules 


Nipples 


Sheet Lead 
Linseed Oil 


Cold Water Paste 


DECLINES BECOMING EFFECTIVE 


Alarm Clocks 
Hexagon Strip Shingles 
Packers’ Cans 
Flexible Armored Cable 


August 13, 
1936 


ADVANCES ANTICIPATED 


Grass Seed 

Wagon Covers 
Brass Fittings 
Garden Hose & Accessories 


A sharp mark-up on axes was 
announced July 29. Single bit and 
double bit axes, all grades, also boys’ 
axes, advanced $1.50 per dozen. 
House, camp and scout axes -were 
increased $1.25 per dozen. Early 
ordering by both jobbers and retail- 
ers had been quite liberal, due to 
the 5 per cent discount available 
for early orders. Needed supplies 
for the coming season probably have 
been covered by the larger buyers. 


*+ + 


Another important line to feel 
the effect of advancing steel and 
labor costs is hammers. On July 30 
there was a price increase of about 
10 per cent on all leading makes of 
first and second quality nail and rip- 
ping hammers. Other styles of ham- 
mers have not yet been changed. In 
line with the advance in the price 
of copper, soldering coppers were 
raised one-quarter cent per pound. 


> = = 


Malleable pipe fittings have 
been advanced about 5 per cent, 
effective August 10. Manufacturers 
of brass plumbing goods have with- 
drawn all prices. While new price 
lists have not been issued, jobbers 
understand that the advance will be 
from 5 to 10 per cent. Several 
past efforts have been made, un- 
successfully, to increase these brass 
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Hunters’ Clothing 
Tarpaulins 


Cotton Duck Goods 


goods quotations, which have con- 
tinued at the old low levels. The 
pending advance is the first, and 
makers say it is badly needed. 


oe & @ 


National Lead Company, on 
July 29, reaffirmed former prices on 
lead pipe and sheet lead, but ad- 
vanced lead pipe fittings. Traps 
and bends, formerly 45 per cent off 
to the plumbing and retail trade, are 
now 35 per cent off. Combination 


She Hondwar 






HOWS the 


HARDWARE 
= Business ? 


ferrules, bends and nipples, former- 
ly 20 per cent, have changed to 10 
per cent discount. 

* & * 

Paint departments have been 
more than seasonally busy this sum- 
mer, with prices strong all along the 
line. Paint brushes have advanced, 
especially in the longer lengths of 
bristle. Linseed oil has advanced 
rather sharply in the last month or 
two, owing to the dry weather which 
will cut the flax crop. There has 
been no advance, however, in paints 
or varnishes up to the present time. 

* * * 

The scarcity of corn and the 
resultant advance in price has been 
reflected in a 14% cent per pound 
mark-up on cold water dry paste, 
used by paperhangers, also in con- 
nection with asbestos pipe covering. 
Jobbers who had stocks or contracts 
at old costs are putting through only 
part of the raise at this time. 


(lg. ElacKboand 


Of , ALN (Wholesale Handwane Balin on StocKa. 


~~ By dudinal Rearwe Didhicle (1 
Bank Supply. "\y Nidhicl Sewed 
dno alion Sy fla muh 


Qotlon 


fan 
VA 


Naw York Ju Tonite | 


Phillodrl hin Jind 


Chawelamd Fouth 
Fits 
Aidth 
Suxmth 
Fight 
Nin tf 
je mt 
Plover 


Bam Fnamciace | Swelpth 





& Reporlid Jochedinal Flume Banks ~~ 


he Nahin dncrsoar On Deereacs 


poms 36 Compared Fo fore So kom 56 Comperud oo puns 3S 


Te block Srvcnamae On becnioae 


| Bek, Beer Wok Comgils tint Qk Bere ak Compila dant. 
| : 


+138 +142 
+ 11.0 +15.0 
+235 Bak Brees iad Cormp 
+ 169 + 30 
+27.| + 28 
+ 150 | +6! 
+25. +44 
+15.0 +30 
+26.6 +20 
+35. +3, 
+21.7 \ 











Western Clock Company has 
reduced prices on their Big Ben 
loud alarm clock. The consumer 
price on the plain dial style dropped 
from $2.95 to $2.45, and on the 
luminous dial from $3.95 to $3.45 


each. Jobbers report a marked 
shortage on low-priced pocket 
watches. One of the leading manu- 


facturers is oversold, and not ac- 
cepting orders. There have been 
more $1.00 to $1.25 non-jewel pocket 
watches sold this year to date than 
in the last seven years, and the 
scarcity is likely to continue to and 
through the fall. 


A decline in price on July 25 
was announced, affecting the popu- 
lar hexagon strip shingles, 11 1/3 x 
36 inch, which dropped from $4.00 
to $3.77 per square, f.o.b. most of 
the central basing points. 


* + 


The prices of packers’ cans 
have been reduced approximately 10 
per cent by the American Can Com- 
pany, an effect, it is said, of the 
Robinson-Patman Act. The new 
prices are not guaranteed against 
either advance or decline. Sales of 
household canning supplies are ac- 





WHOLESALE HARDWARE COLLECTIONS 


NEW YORK—The per cent of 
wholesale hardware charge ac- 
counts outstanding May 31, 1936, 
collected in June was 48.9 per cent 
in 1935, and 48.4 per cent in 1936. 


RICHMOND—The percentage of 
June 1, 1936, wholesale hardware 
receivables collected during the 
month was 47.3 per cent. 


PHILADELPHIA — The ratio of 
collections to receivables in June, 
1936, was 55, in May, 1936, was 53, 
and in June, 1935, was 46. 


CHICAGO—The_ per cent. of 
change from June, 1935, in whole- 
sale hardware accounts outstand- 
ing was plus 18.8 per cent and col- 
lections were plus 41.3. 


ST. LOUIS—General collections 
during June showed no change 
from the favorable trends which 
have prevailed in recent months. 
Representative interests reported 
on June collections as follows: fair 
37.5 per cent; good 56.0 per cent; 
excellent 3.8 per cent, and poor 2.7 
per cent. 


SAN FRANCISCO—tThe percent- 
age of wholesale hardware collec- 


Per Cent of Increase or Decrease in 1936 

Wholesale Hardware SALES as compared 

With Corresponding Months of 1935. 
(National Averages.) 
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tions during June to the total 
amount due from customers (out- 
standing) on first of month was 
50.0 per cent in June, 1936, and 
43.5 per cent in June, 1935. 


DALLAS—tThe ratio of wholesale 
hardware collections during June 
to accounts and notes outstanding 
on May 31, 1936, was 48.4 per cent. 


MINNEAPOLIS—Wholesale hard- 
ware accounts and notes receivable 
were plus 3.0 per cent on June 30, 
1936, as compared with the same 
date last year. 


KANSAS CITY—Wholesale hard- 
ware outstandings on June 30, 
1936, as compared to May 31, 1936, 
were plus 1.8 per cent and as com- 
pared to June 30, 1935, were plus 
3.1 per cent. Accounts collected in 
June, 1936, were plus 14.8 per cent 
as contrasted with the preceding 
month, and were plus 37.8 as com- 
pared to June, 1935. 


ATLANTA—The wholesale hard- 
ware collection ratio was 41.7 per 
cent in June, 1936; 43.9 per cent 
in May, 1936, and 38.@ per cent in 
June, 1935. 





Per cent of Increase or Decrease in 1936 

Wholesale Hardware STOCKS as Compared 

With Corresponding Months of 1935. 
(National Averages.) 





tive, despite the shortage of fruits 
and vegetables, for there is a dispo- 
sition to save and stretch the limited 
supplies for fall and winter con- 


sumption. One jobber reports that 
the factory making their pressure 
cookers is operating three 8-hour 
shifts, endeavoring to keep up with 
the calls. 

* * * 

A reduction has been effec- 
tive on flexible armored cable, of 
nearly 5 per cent, by a change in 
the cash discount, meeting a con- 
cession first instituted by small pro- 
ducers. A general change on stand- 
ard “schedule” goods, switches, 
receptacles, etc., has been made to 
meet some very low quotations by 
“outside” makers. Thin-wall con- 
duit was marked up 5 per cent, late 
in July, and standard heavy-wall ma- 
terial will doubtless follow soon. 

* © # 


Higher prices on grass seed 
for next season will undoubtedly re- 
sult from a shortage in some grasses 
this year. Producers have not yet 
been able to formulate their new 
price schedules on lawn mixtures, 
but some announcement is expected 
early this month. 

* & * 

Cotton duck prices are strong, 
with previous concessions with- 
drawn. Because contract coverage 
through this quarter has been gen- 
eral, there may be no definite an- 
nouncement of increase until later. 
Hunters’ clothing, as well as wagon 
covers, paulins, and the like, are al- 
most sure to be affected by higher 


cotton costs. 
* * 


Further gains in wholesale 
hardware sales during the first half 
of the current year are reflected by 
the figures gathered by Federal Re- 
serve Banks throughout the country, 
and compiled by Harpware AGE. 
The cumulative gains for the nation 
as a whole averaged 15.8 per cent 
for the first six months of 1936, as 
compared with 13.2 per cent for the 
year’s first quarter. The sales in- 
creases, by Federal Reserve Dis- 
tricts, in respective order of the im- 
provement shown are: Dallas, 25.5; 
Chicago, 22.8; San Francisco, 21.5; 
Cleveland, 21.0; Atlanta, 18.7; Kan- 
sas City, 18.6; Philadelphia, 12.0; 
New York, 9.9; Minneapolis, 9.0; 
St. Louis, 8.2, and Richmond, 6.9. 

* & * 


The demand for bicycles has 
been so great that some factories 
are from four to six weeks behind in 
their production. One factory has 
tripled its output in the past few 
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weeks by installing additional ma- 
chinery and training new men who 
are now working in two shifts six 
days a week. Sales of new bicycles 
last year were well over the 600,000 
mark and this year, from present 
indications, it is likely that an even 
greater volume will be produced. 
The cycle industry has its eyes set 
on a production volume of 1,000,000 
machines a year within the next few 
years. Women’s models are now sell- 
ing in many localities at about the 
same rate as men’s bicycles, where- 
as in former years a far greater pro- 
portion of bicycles were sold to men 
than to women. A large part of the 
increased sales to women is due to 
campaigns for cycling paths in large 
cities, use of bicycles in illustration 
for advertising products such as cig- 
arettes, candy, women’s styles, etc.. 
the holding of cycle fashion shows 
and the establishment of bicycle rid- 
ing academies. 
* * * 

Better than usual 
business continues to be the hard- 
ware story from nearly all sections. 
Even the growing specter of drought, 
and of food and feed scarcity, has 
not seriously disturbed the flow of 
trade, as prices of farm products 
reach upward and relief payments 
spread. The conviction seems near- 
ly universal that industry and _ busi- 
ness gains will continue, and that 
stocks should be laid in before mar- 
ket advances and possible shortages 
of merchandise interfere. Hardware 
wholesalers, whose shipments cover 
a wide territory, report July sales 
were about 10 per cent ahead of a 
year ago, and, in the more favored 
localities, were even ahead of this 
year’s good June record. Builders’ 
hardware sales, and contract work 
are reported by some jobbers as 
more than double the corresponding 
1935 showings. 

* *& * 


summer 


On garden hose and acces- 
sories, the demand continues strong 
because of the dry weather. No 
price changes are out as yet, but 
new quotations are expected by Sep- 
tember first. Few changes from 
present schedules are looked for, but 
any changes which are made will 
doubtless point upward. Well sup- 
plies have had a great season, and 
manufacturers have been somewhat 
slow in deliveries. 

* * * 

Household washer shipments 
in June were 151,049, a new high 
for that month and the third great- 
est month in the industry’s his- 
tory. They served to bring the six- 
months’ total to 861,410, the largest 
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half-year on record, and exceeded 
only by four full years, according 
to totals reported to the American 
Washing Machine Manufacturers’ 
Association. The June figure was 60 
per cent above June, 1935, while 
shipments for 1936 show 24 per cent 
increase over the first half of 1935. 
x * * 

Sales of household refrigera- 

tors in June, reported by the Na- 


tional Electrical Manufacturers 
Association, totaled 253,853 units 
valued at $18,762,319, compared 


with 159,167 units and $12,086,349 
in the like 1935 month. For the six 
months ended June 30, 1,410,983 
units were sold against 1,071,754 a 
year ago. 

* * * 


Wholesale distribution of all 
electrical goods and equipment for 
the first six months of 1936 was esti- 
mated by Dun’s at 20 to 35 per cent 
larger than for the comparative 
1935 period. During May, many 
wholesalers showed increases of 35 
to 40 per cent, and in June these 
ran as high as 50 per cent. Orders 
for electrical apparatus and equip- 
ment ranged from 20 to 50 per cent 
larger than a year ago, while 
roughing-in materials for the build- 
ing trade were up as much as 80 
per cent. Vacuum cleaners, lamps, 
table appliances, and labor-saving 
devices for the kitchen moved at a 
20 to 30 per cent better rate than 
last year, due to the nation-wide spe- 
cial promotions. Following an_ in- 
crease of 50 per cent in 1935 over 
the 1934 total, sales of electric 
ranges advanced 60 to 75 per cent. 

* x * 


Wholesalers of sports equip- 
ment mention the better call for dog 
goods. City and village ordinances 
are becoming more strict each year, 
and there has been a decided in- 
crease in sales of leashes, muzzles 
and collars. The publicity given 
Badminton has brought a growing 
demand for Badminton rackets and 
“birds.” Baseball is being affected 
largely all over the country by the 
softball game. Four or five softball 
teams can be accommodated on one 
hardball diamond, so in large cen- 
ters the game has crowded the fields 
and vacant lots. Toy displays are 
showing many novelties, and mer- 
chants are beginning to place their 
orders. There is a notable gain in 
the demand for better and higher 
priced items. 

* & & 
Electric power and light out- 


put, after setting another top record 
in the July 18 week, fell off a 





trifle in the succeeding period. There 
was a gain, however, of 14% per 
cent over the corresponding 1935 
week. Figuring largely in the main- 
taining of this year’s high summer 
totals, has been the hot weather 
pressure upon such equipment as 
refrigerators, air-conditioning units, 
and fans. The scarcity of water in 
some districts caused heavy mechan- 
ical pumping of wells. 

* * x 

Total sales reported to the 
Department of Commerce by 579 
paint, varnish, lacquer and _ filler 
establishments brought the amount 
of sales for the first half of 1936 to 
$190,164,025 in comparison to $169,- 
945.699 for the first half of last year, 
and $148,318,127 for the same _ pe- 
riod in 1934. 

* & * 

Farm machinery sales in- 
crease which sharply increased in 
1935 may be topped by a further in- 
crease of 30 to 40 per cent this year, 
says a report of the U. S. Depart- 
ment of Agriculture. This is one of 
many indications of a greatly in- 
creased demand on the part of farm- 
ers for industrial products. This 
would result in expenditures by 
farmers for machinery in excess of 
$400,000,000 or about equal to the 
annual average from 1924 through 
1929 when farm income averaged 
about $10,000,000,000 a year. 


* %* 


Industrial profits, in general, 
made considerable recovery during 
the first half of 1936. An Associated 
Press compilation of reports from 
155 corporations, including many of 
the largest, showed an average gain 
of 61 per cent in profits for the half 
year over the same 1935 period. The 
dollar gain was very moderate, with 
a total of $4,436,970 ahead of last 
year, but the percentage change em- 
phasizes the sharp reversal from a 
time when many concerns were show- 
ing losses. The complete list is 
interesting, arranged in order of per 
cent of earnings betterment, as fol- 
lows: 10 steels, $4,436,970 or 445 
per cent; 7 building equipments, 
$4,690,753 or 109 per cent; 9 oils, 
$16,918,949 or 92 per cent; 8 chem- 
icals, $36,753,993 or 87 per cent; 3 
automobile manufacturers, $108.- 
100.768 or 71 per cent; 8 food con- 
cerns, $12,176,609 or 48 per cent; 
19 motor accessories, $11,292,907 or 
13 per cent; 91 miscellaneous, $67,- 
826,194 or 31 per cent; total 155 
companies, $262,497,143 or 61 per 
cent. 

* * * 

A substantial gain in build- 

ing during June was reported by 
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the Bureau of Labor statistics, includ- 
ing a rise of 34 per cent over May 
in value of permits issued. In most 
years, May exceeds June. Reports 
for June from 1362 cities show the 
value of permits issued for residen- 
tial building was 45 per cent greater 
than in the preceding month; for 
non-residential building 41 per cent 
greater, and for additions, altera- 
tions and repairs 7 per cent greater. 
The June gain for all forms of con- 
struction was 97 per cent higher 
than the same month in 1935. Dur- 
ing the first six months of 1936 per- 
mits were issued for buildings val- 
ued at nearly $610,000,000, or an 
increase of 76 per cent over the 1935 
half-year. 
* * * 


The June employment survey 
by the U. S. Department of Labor 
showed a gain, over May, of 58,000 
in the number of workers employed 
in industry. June was the fourth 
consecutive month to show employ- 
ment gains in both manufacturing 
and non-manufacturing industry. The 
department estimated that weekly 
wages totaled nearly $1,100,000 
larger in June than in May. Other 
figures recently, published estimate 
that the “national income produced” 
in 1935 rose $4,600,000,000 to a total 
of $53,000,000,000, while the “na- 
tional income paid out” rose $3,400,- 
000,000 to $53,600,000,000. There 
was a rise in the per capita income 
of employed persons from an aver- 
age of $1,143, in 1934 to $1,201 in 
1935, with wage-earners gaining 
more than salaried employees. 

* * * 


Operations in the steel indus- 
try last week held about steady, at 
71.4 per cent of capacity, as esti- 
mated by the American Iron and 
Steel Institute. A month ago oper- 
ations averaged 67.2 per cent of ca- 
pacity, while a year ago the rate was 
46 per cent. Last week’s rate con- 
tinued the average held throughout 
July—more than seasonally high. 
Order books of the mills are com- 
fortably filled, and some bar mills 
have larger bookings than they had 
a month ago. Delivery promises on 
sheets range from four to six weeks, 
according to grade, and consumers 
continue to press for shipments. 
Automobile production, although af- 
fected by hot weather, has been only 
a little below a weekly tate of 100.- 
000 cars. The Iron Age points out 
that railroad equipment buying is 
one of the most promising prospects 
to sustain fall steel business. Car- 
loadings are high. and as they will 
probably rise further toward their 
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usual October peak, a shortage of 
cars might be experienced. 


* * * 


Automobile production in the 
United States and Canada in June 
totaled 470,887 units, according to 
the Department of Commerce-—135.1 
per cent of the twelve-year June 
average. Production for the first 
half of 1936 was 2,490,408 units, 
about 12% per cent ahead of the 
corresponding period last year. The 
total value of retail car sales for the 
first six months was about 24 per 
cent above the like period of 1935. 

* & # 


June foreign trade showed an 
excess of U. S. imports over exports. 
The Commerce Department  esti- 
mated imports for the month at 
$192,233,000 and exports at $185,- 
188,000, a margin of $7,045,000 in 
favor of foreign countries. Compared 
with June, 1935, imports were up 
23 per cent and exports were 9 per 
cent larger. In only two months 
this year, May and January. has the 
United States shown a favorable bal- 
ance in its dealings with foreign 
countries. The expansion in exports 
in June over last year was due chief- 
ly to sales of tobacco, lumber, ma- 
chinery, aircraft, and iron and steel 
semi-manufactures. The larger im- 
ports were of foreign sugar, crude 
rubber, fur skins, liquors, unmanu- 
factured cotton, cotton cloth, un- 
manufactured wool, wool manufac- 
tures, lumber, nickel. and tin. 

* & *& 


Bank clearings for the latest 
week were again held down by the 
sharp decline in New York City, 
which carried the total for twenty- 
two leading cities below the preced- 
ing week and the conresponding 
1935 week. The total decline was 
7 per cent from the same 1935 week, 
although cities other than New York 
gained 16.8 per cent over a year ago. 
Trade failures continue very low, 
and in the July 23 week, the total 
for the country was at the lowest 
level for any corresponding week in 
sixteen years. There were 141 busi- 
ness defaults against 136 the preced- 
ing week. and 215 a year ago. 


e FF 


Some recent “first-half” re- 
ports are interesting reading, show- 
ing the better trend of sales and 
earnings. General Motors net sales 
for the six months totaled $807,420,- 
000 against $594,884,000 a year ago. 
Sales for the twelve months ended 
June 30 passed the billion dollar 
mark, reaching $1,368,178,000. 
Stewart-Warner net sales for the 





first half of 1936 were materially 
larger than in the first half of 1935, 
with refrigerator sales for the peri- 
od showing a gain of 141 per cent. 
The refrigerator division of the com- 
pany in the six months to June 30, 
1936, showed a book profit for the 
first time. 
* *& & 


Railroad loadings in the 
week ended August 1 established a 
new five-year record and totaled ap- 
proximately 745,000 cars, according 
to estimates based on reports of in- 
dividual railroads. This represents 
an increase of 18.7 per cent over 
the 597,083 cars loaded in the same 
period for 1935. This is a record 
for freight car loadings since Octo- 
ber, 1931, the previous high mark 
since that period having been 734,- 
274 cars in the week ended October 
10, 1935. 


* %*£+ * 


There is some comment that 
consumers are no longer seeking 
only “bargain” values in merchan- 
dise, but that standard lines at nor- 
mal full resale prices are getting a 
better play in all stores. The public 
is selecting better goods, on the aver- 
erage. Clearance sales have been 
needed for only limited surpluses, 
and have resulted in prompt and 
profitable house-cleaning. Sales of 
summer supplies of all sorts, except 
those relating to the farm and gar- 
den, have been better and longer 
continued than most distributors had 
foreseen, and there has been far 
more scarcity than oversupply, to 
contend with. 

ee # 


The semi-annual ( fall-and- 
winter) catalogs of the two larger 
mail-order companies contain few 
surprises, with declines mainly on 
items which have been reduced in 
recent months by the manufacturers. 
The average quotations, on lines in 
which the hardware merchant is 
most interested, remain rather close 
to those in the preceding spring edi- 
tions. As usual, however, there are 
important “leader” lines where the 
hardware retailer needs _ especial 
help from manufacturer and jobber 
to meet these catalog prices. 

* & * 


Air Express revenue for June 
showed a gain of 78 per cent over 
June, 1935, while in number of ship- 
ments the months set an all-time rec- 
ord of 40,450, reported the Railway 
Express Agency recently. The total 
gain in Air Express revenue for the 
first six months of 1936 was 73.2 per 
cent over the first half of 1935. 


HARDWARE AGE 














to the state game commissioner 
at the state capitol. It helps bring 
the local sportsmen to your store. 


To Create A Sports 
Atmosphere 


A club in your store will 
quickly become the rendezvous of 
Whether simple or 
elaborate, it should have “atmos- 
phere.” Sometimes manufacturers 
of ready built log cabins will 
lend a cabin for this purpose. A 
room or even a secluded corner, 
if attractively fixed up with 
boughs and moss, and equipped 
with rustic chairs, will serve. Be 
sure to have a telephone for 
sportsmen’s use. Circulate by 
word of mouth, by letter, by no- 
tice in your window, and by 
advertising, that all sportsmen 
are welcome. They will get in 
the habit of dropping in, 
cially at noontime. 

Display goods in your windows, 
remembering that you have more 


sportsmen. 


espe- 


to sell than ammunition and 
guns. Some manufacturers are 


now supplying photographs of 
window displays to dealers, which 
can easily be copied as to set-up. 
Many of these displays have won 
national prize contests. All of 
them are planned to show stock 
—and only such stock as most 
dealers carry. Here again, the 
use of boughs and moss is ex- 
cellent, to make a_ background. 
Borrow, or buy for permanent 
use, an animal head—it never 
fails to draw crowds. The use 
of a mannequin gives added in- 
terest, and is the best way to 


show boots and other hunting 
clothing. A camp scene, against 


the rustic background, is excel- 
lent both for attracting interest 
and getting camping equipment 
into prominence at this season- 
able time. Price your goods— 
the most successful sport stores 
in the country make it a rule to 
price every article shown in their 
windows. and their windows al- 
ways draw crowds. 

Prize contests are a_ proven 
success in gaining customers both 
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Gunning for Dollars—and How? 


(Continued from page 21) 


for hunting and skeet and trap. 
Offer a worthwhile prize from 
stock—something in the hunting 
line — to the sportsman who 
brings in, say, the buck with the 
widest antler spread. In the case 
of skeet or trap, give a cup as 
a trophy to the local club which 
purchases from you. You may 
wish to display the cup in your 
window previous to its award. 
(Editor’s Note:—Before announc- 
ing any kind of a contest consult 
your local postmaster and have 
him approve or obtain official 
Post Office approval of the con- 
test rules and conditions.) 


Other Ideas 


Solicit personally all skeet and 
trap clubs, quoting them prices 
on clay pigeons and traps and 
other accessories, as well as on 
shells. Personal solicitation and 
service are the only means of 
getting this very lucrative busi- 
ness. If there are no clubs in 
your locality, ask your manufac- 
turers’ cooperation in getting one 
started. 

Attention to ladies has become 
an important sales factor in a 
campaign of this type—they are 
taking an increasingly active part 
in hunting as well as in skeet: 
Carry in your stock a good as- 
sortment of special light-weight 
gauge guns, and be sure that your 
salesman is as well informed on 
their needs as on the men’s needs. 
Display jackets, boots, etc., for 
feminine attire. Include the la- 
dies, too, in your circular letter 
campaign. 

An imprinted catalog makes 
excellent mailing literature. Such 
a catalog, of hunting supplies 
carried by the average dealer. 
can be obtained in quantity lots, 
with a blank left for the imprint 
of the dealer’s name and address. 
Also. mail literature supplied by 
vour manufacturer, enclosing it 
in your monthly bills and in 
your circular letters. Names for 
the latter can be had of hunters 
from the hunting licenses, obtain- 
able from the city or town rec- 






ords, which give you an all-inclu- 
sive list of this group. As to the 
list of skeet and trap clubs, per- 
sonal inquiry among your friends 
and customers will easily get you 
this information. The clubs them- 
selves will give you their lists 
of members. 


Letter to Hunters 
Dear Mr. ———, 

The hunting season will 
on ——. If your guns need clean- 
ing, checking, or repairing, we will 
be glad to service them for you. 


open 


You will no doubt be interested 
to know that there is hunting with- 
in eight miles of here. A number 
of the farms are permitting sports- 
men to hunt at a charge of so much 
per bird killed. We have made a 
complete survey of this territory, 
and if you will stop in to see us, 
we will be glad to pass all of this 
information along to you. At the 
same time you can get your hunting 
license right here in our store, and 
a copy of the game laws—the lat- 
ter free of charge. 

We have made arrangements for 
a sportsmen’s gathering place with 
a private telephone for sportsmen’s 
use, in our store. We cordially in- 
vite you to drop in at noon or any 
other time. 

Very truly yours 
- (Enclose 


imprint.) 


catalog with dealer’s 


Letter to Women Members of 
Skeet Club 
Dears Mrs. 

We shall award a 
ver cup as a trophy to the winner 
of the Ladies’ Skeet Contest at the 
——- Club on (date). No doubt 
you are planning to enter this con- 
test. If you care to have your guns 
cleaned, checked or repaired before 
the contest opens. we will be glad 


inch sil- 


to service them for you. 

Our Mr. —-——— has given spe- 
cial attention to the new models 
of ladies’ light gauge guns, and 
should you contemplate a new gun. 
we are sure that you will find his 
advice of value in making a selec- 
tion. 

We also call your attention to 
the fact that we have a complete 
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line of ladies’ boots, jackets, etc. 
Both for hunting and for general 
sports use. 

Very truly yours, 


Fall Sports 


By letter or personal call solicit 
all nearby schools and _ athletic 
clubs, for fall supplies. 


Dear ———, 


Our sporting goods department 
is well organized to fill your re- 
quirements for the fall athletic 
program. 

We have a very complete line of 
goods for football, basket ball, and 
hockey. May we quote you prices? 

Also, if you wish special sweat- 
ers for your teams, or other special 
equipment of any kind, we will be 
glad to secure estimates for you. 
without any charge or obligation 
on your part. 

Please do not hesitate to call 
on us. 


Furnace and Fireplace 
Equipment & Servicing 


Send out circular letters at least 
a month ahead of the furnace 
season, to allow ample time for 
cleaning pipes and for repair work. 
When the first cold snap arrives. 
arrange immediately in your win- 
dow a display. Show an electrically 
lighted, artificial fireplace as a 


background for such goods as 
andirons, woodboxes, shovel and 
poker hearth sets, hearth brooms. 
etc. In the store interior, group 
together in one place—so that one 
article suggests another—ash cans, 
shovels, brushes, scoops, axes, base 
burners, auxiliary electric heaters 
for bathrooms, etc. 

A suggested circular letter fol- 
lows, to be sent to all home owners 
and other occupants of houses on 
your direct mail lists: 


Dear Mrs. ———, 

An annual cleaning of furnace 
pipes not only cuts down on fuel 
costs, but reduces dust and dirt 
during the winter. We can take 
care of this work for you, and we 
feel sure you will feel well repaid 
for having it done 

We also have a service—for which 
there is no charge or obligation- 
of inspecting your entire heating 
plant. 

If your cellar is not adequately 
equipped with up-to-date supplies 
in the way of heavy. corrugated 
cans, which make care of the fur- 
nace and a tidy cellar much easier, 
may be quote you prices on this 
equipment? Our prices compare 
favorably with the department 
stores, and we can make quick de- 
livery. 

We also have a varied and well 
styled assortment of andirons and 
other fireplace accessories. 





Overhead Plus Underhand 


(Continued from page 26) 


lier than the usual opening time 
in order to catch the business of 
factory employees passing on 
their way to work. 

As a matter of proven pro- 
cedure, we concentrated on the 
danger hours, instructing our men 
to give special attention to the 
half hour before normal opening 
time. It was no surprise to us 
to learn the reason for the early 
morning devotion to business. 
This employee was deliberately 
keeping all the cash from sales 
during this period —not being 
sport enough to give his employ- 
er a fifty-fifty break on his own 
merchandise. Boyhood friend and 
all, he wanted everything. 

It does not take many dishonest 
people, nor a great length of time 
to make survival in business pre- 
carious if not impossible. As so 
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often happens in cases where dis- 
honesty is at work, this hardware 
man found himself in:dire need 
of cash. In his extremity he ap- 
pealed to his boyhood friend and 
employee to lend him a sum of 
$600, or rather to go on a note 
for that amount. The clerk’s re- 
action was immediate and in re- 
verse. In no uncertain terms he 
informed his employer that the 
only thing he had in the world 
was a little home and an old car, 
and felt, under the circumstances, 
he would not be justified in 
jeopardizing them by indorsing 
the note. The employer was too 
good a sport to insist. 

It is interesting in the light 
of the foregoing to note that we 
proved that this boyhood friend 
and employee had taken about 
one thousand dollars a year from 
his trusting employer for almost 


ten years and had worked for 
another hardware firm for many 
years prior to that. His habits 
were well when he came to work 
at this particular store. Without 
warning he was asked how much 
money he had in the bank. He 
admitted he had about $1,500. 
Despite the fact that we were sur- 
prised he had so tidy a sum, we 
concealed our surprise and said: 
“We would think by this time 
you would realize we know more 
about you than that. How much 
money do you actually have in 
the bank?” With some penitence, 
he said: “Yes, I have lied to you. 
I have about $18,000 in the 
bank.” 

In the face of such affluence, 
the clerk refused to go on a note 
for a small sum of $600 for an 
employer from whom he had 
stolen his comparative wealth. In 
view of such ingratitude and de- 
liberately vicious attitude we had 
no hesitancy in demanding a 
check for the full amount. Im- 
mediate restitution was made. 
Even in this degrading position 
the man was more concerned with 
the loss of his job and cash than 
with his guilt and his betrayal 
of his friend and employer. He 
had his sob story to tell about 
his being old and that the future 
held little for him. What that 
he ambled down the hall, a 
pathetic example of wasted op- 
portunity. 

This is just another example 
of how badly employers can be 
mistaken about the integrity of 
their salespeople. In _ nearly 
every case we are assured that 
employees have been long in 
their present positions and are 
perfectly honest. But if this be 
true, employees have nothing to 
fear from a checking up of their 
actions. The honest employee can 
welcome the investigator—he has 
everything to gain and nothing 
to lose, whereas he may be being 
penalized by one man of dis- 
honest principles who is steadily 
undermining the employers abil- 
ity to reward them for work well 
done—he may be in a precarious 
position because of a crooked 
salesman who is heading the busi- 
ness for a fold-up. 

. And, “one rotten apple 
will spoil the whole barrel.” 
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YOUR JOBBER HAS THESE Coleman 
PRODUCTS—SEND HIM YOUR ORDERS 


* His Name Is Listed on the Following Pages 





No. 129 — 


A 
j 
U 


A 300 candlepower kerosene 
pressure mantle lamp for those 
who prefer to use kerosene 
fuel. Produces more light than 
5 non-pressure kerosene man- 
tle lamps. Parchment Shade, 
Pyrex Globe, Silvertone finish. 
U.S. Retail Price... $6.75 

Model No. 129G—Same oy 

hment Shade. 


but without Parc 
Retail Price............................ $6.90 





MODEL No. 228-B 
INSTANT - LIGHTING 


A powerful lantern made to 
stand hard outdoor use. 300 can- 
dlepower; wind, rain and storm 
can’t put it out. Pyrex Globe, 
wide —_- ——— Venti- 
lator Top, built-in Pump. 

U.S. Retail Price...... $7.95 

Model No. 220 B — Same as No. 
228 8 has Smaller Ventilator Top. 
U. s. Retail Price............ $7.45 
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A real buy in a low priced 
Air-Pressure Lamp. 300 can- 
dlepower light—kind to the 
eyes. Parchment Shade, Pyrex 
Globe, Silvertone finish. 
U. S. Retail Price... $5.70 
Model No. 134 G—Same as No. 


134 P, but without shade. U. S. Re- 
tail Price. en $4.85 





MODEL No. 242-B 
INSTANT- LIGHTING 

The biggest selling lantern 
of its kind. A midget in size, 
a jumbo in brilliance. Its sin- 
gle mantle produces 175 can- 
dlepower light. Pyrex Globe, 
built-in Pump. 
U. S. Retail Rien. $5. 95 


Model No. 243-— A popular, low- 
i? one-mantle lantern with mica chim- 
U. S. Retail Price $4.45 


NO. 5-B DELUXE 


: RADIANT 


HEATER 


Provides clean, quick, 
healthful heat at a cost 







Instant 
Lighting 


No. 
132A 


A fine DeLuxe Air-Pressure 
Lamp that produces 300 can- 
dlepower eye-saving light. 
The safest liquid fuel lamp 
made. Parchment Shade, 
Pyrex Globe, built-in Pump, 
Indian Bronze finish. 3-pint 


Fount. $7. 9 5 


U.S. Retail Price.... 





MODEL No. 235 
KEROSENE LANTERN 
A genuine Coleman pressure 
type Kerosene Mantle Lan- 
tern. 300 candlepower. Pyrex 
Globe, built-in Pump. 
U.S. Retail Price... $7.45 


Model No. 234—A -. ciate: 
mantle kerosene atern with 
built-in Pump. U. rs Retail Price $5.95 


SILK -LITE 
MANTLES 


The finest quality mantles 
made. Heavy duty, High 
Power. Triple lock weave, 
and special chemical treatment 
gives greater strength, longer 
life, greater brilliance. Most 
economical. 


U. S. Retail Price 





No. 31 RAYTEX Jr. MANTLES 
U. S. Retail Price, 
Per D 60¢ 








COLEMAN 


SELF-HEATING IRON 
INSTANT- LIGHTING 


The biggest selling iron of 
its kind. The only real instant- 
lighting iron made. Operator 
cafmiron in cool comfort any- 
where. Cuts ironing time \. 
Costs 44¢ an hour touse. Just 
show and demonstrate them! 
That’s how dealers sell them 


by the dozens. $5.95 


U. S. Retail Price.... 








COLEMAN AUTOMATIC 
ELECTRIC IRONS 


Here’s an iron made for the in- 
dependent hardware dealer, with 
a real profit in every sale. Saves $2 












of only 2¢ an hour. Port- 
able...use it anywhere. 
Thermo - Safety Genera- 
tor prevents flooding. Gas 
Starter lights instantly. 


to $5 a year on electricity. 
Theromostat automatically 
cuts off current when the iron 
reaches the set temperature. 
Consumes no electricity 40% of the time while in use. 






Everdur MetalFuel Tank. Eliminates fire hazard. 
U. S. Retail $27.00 No. 38—Automatic, 1000 watts, U. S. Retail Price $7.95 
Price............ . No. 37—Automatic, 720 watts, U. S. Retail Price $6.90 


Model No. 16 — A powerful No. 39—Automatic, 1000 watts, 3% Ibs., U. S. Retail Price $7.95 


little 7-radiant heater, instant- 
lighting. U. $. Retail Price $14.70 


THE COLEMAN LAMP AND STOVE COMPANY 
Wichita, Kans.; Chicago, Ill.; Philadelphia, Pa.; Los Angeles, Calif.; | Toronto, Ontario, Canada 





No. 5B—Listed by Underwrit- 
ers’ Laboratories, File G546. 
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Ww. C. COLEMAN 
President of The Coleman 
Lamp and Stove Company 





ALABAMA 


Anniston Hdw. Co., Anniston 

Moore-Handley Hdw. Co., 
Birmingham 

Wimberly & Thomas Hdw. Co., 
Inc., Birmingham 

E. R. Porter Hdw. Co., Dothan 

Gadsden Hdw. Co., Gadsden 

McGowin-Lyons Hdw. & Supply 
Co., Mobile 

G. W. Barnett Hdw. Co., 
Montgomery 

Loeb Hdw. Co., Montgomery 

Teague Hdw. Co., Montgomery 

Tissier Hdw. Co., Selma 

Allen & Jemison Co., Tuscaloosa 

The Hutchens Co., Huntsville 


ARIZONA 


Arizona Hdw. Supply Co., Phoenix 
O. S. Stapley Co., Phoenix 
Albert Steinfeld & Co., Tucson 


ARKANSAS 


Speer Hardware Co., Ft. Smith 
The Williams Hdw. Co., Ft. Smith 
Bush-Caldwell Co., Little Rock 
Fox Bros. Hdw. Co., Pine Bluff 
Buhrman-Pharr Hdw. Co., 
Texarkana 

J. T. Lloyd Co., Little Rock 
Fones Bros. Hdw., Little Rock 


CALIFORNIA 


American Wholesale Hdw. Co., 
Long Beach 
Imperial Valley Hdw. Co., 
El Centro 
California Hdw. Co., Los Angeles 
Harper & Reynolds, Los Angeles 
Hoffman Hdw. Co., Los Angeles 
Wm. H. Hoegee Co., Los Angeles 
Union Hdw. & Metal Co., 
Los Angeles 
Southwest Hdw. Co., Los Angeles 
Maxwell Wholesale Hdw. Co., 
Oakland 
Thomson-Diggs Co., Sacramento 
Western Metal Supply Co., 
San Diego 
Baker, Hamilton & Pacific Co., 
San Francisco 
Adolph Blaich, Inc., San Francisco 
Dunham, Carrigan & Hayden, 
San Francisco 
The Heyman Co., San Francisco 
Seller Bros. & Co., San Francisco 
M. Seller Co., San Francisco 
Sloss & Brittain, San Francisco 
Austin Brothers, Stockton 
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Cana 


COLORADO 


C. A. Crosta, Inc., Denver 

Moore Hdw. & Iron Co., Denver 

The Morey Merc. Co., Denver 

The Biggs-Kurtz Hdw. Co., 
Grand Junction 

Holmes Hdw. Co., Pueblo 

The Whitney Sporting Goods Co., 
Denver 


CONNECTICUT 


Bronson & Townsend Co., 
New Haven 


FLORIDA 


Railey Milam Hdw. Co., Miami 
I. W. Phillips & Co., Tampa 


GEORGIA 


Beck & Gregg Hdw. Co., Atlanta 

Dinkins-Davidson Hdw. Co., 
Atlanta 

Dunlap-Peeler Hdw. Co., Macon 

Semmes Hdw. Co., Savannah 

King Hdw. Co., Atlanta 


IDAHO 
The Idaho Hdw. & Plbg. Co., 


18e 
Erb Hdw. Co., Lewiston 


ILLINOIS 
Butler Brothers, Chicago 
Hibbard-Spencer-Bartlett Co., 

Chicago 

Tenk Hdw. Co., Quincy 
Morehouse & Wells Co., Decatur 
Isaac Walker Hdw., Peoria 
Woodward Hdw. Co., Cairo 


INDIANA 


Boetticher & Kellogg Co., 
Evansville 

C. C. Schlatter & Co., Ft. Wayne 

Wayne Hdw. Co., Ft. Wayne 

Ohio Valley Hdw. & Roofing Co., 
Evansville 

Van Camp Hdw. & Iron Co., 
Indianapolis 

Hulman Co., Terre Haute 

Miller Bros. Hdw. Co., Richmond 


IOWA 


Drake Hdw. Co., Burlington 
Kretschmer-Tredway Co., Dubuque 
A. Weber Co., Keokuk 
C. E. Armstrong Co., Clinton 
Harper & McIntire Co., 

Cedar Rapids 
Brown-Camp Hdw. Co., Des Moines 
Luthe Hdw. Co., Des Moines 
Harper & McIntire Co., Ottumwa 
Haw Hdw. Co., Ottumwa 
Knapp & Spencer Co., Sioux City 
Cutler Hdw. Co., Waterloo 


KANSAS 


Blish, Mize & Silliman Hdw. Co., 
Atchison 

The Frank Colladay Hdw. Co., 
Hutchinson 

The Lee Hdw. Co., Salina 


* 


N THESE two pages are listed 363 
outstanding, progressive Hard- 
wane Dea of the United States and 
a who sell and recommend the 
Coleman Line of Household Appliances 
as a Profit Line for dealers everywhere. 
These jobbers serve you faithfully 
and well. They merit and deserve your 
support. As a sound business practice 
we urge your cooperation. 





Irons, Heaters and Accessories. 


Ask your jobber for prices and sales 
information. Give him your future 
fall orders now, especially for Coleman 
Lamps, Lanterns, Irons, Heaters and 
Accessories. Take advantage of the 
extended datings on these season- 
able, nationally advertised Coleman 


Products. 
Buy your Coleman Appliances from 
your Jobber. 
W. A. L. Thompson Hdw. Co., | O’Neill-McNamara Hdw Co., 
Topeka j Vicksburg 
Massey Hdw. Co., Wichita | Hattiesburg Hdw. Stores, 
Hattiesburg 


KENTUCKY 
Lambert-Grisham Hdw. Co., 
Henderson 
Van Deren Hdw. Co., Lexington 
Belknap Hdw. & Mfg. Co., 
Louisville 
Louisville Tin & Stove Co., 
Louisville 
Peaslee-Gaulbert Corp., Louisville 
Stratton & Terstegge Co., 


Louisville 
Michael Hdw. Co., Paducah 
LOUISIANA 


Brown-Roberts Hdw. & Sup. Co., 
Alexandria 

Monroe Hdw. Co., Monroe 

A. Baldwin Co., New Orleans 

Stauffer, Eshelman & Co., Ltd., 
New Orleans 

The Lee Hdw. Co., Ltd., 
Shreveport 


MAINE 
Rice & Miller Co., Bangor 
Edwards & Walker Co., Portland 
Talbot, Brooks & Ayer, Portland 


MARYLAND 
Schindel-Rohrer & Co., Hagerstown 
Phillips Hdw. Co., Cambridge 


MASSACHUSETTS 


Decatur & Hopkins Co., Boston 
MICHIGAN 


Jennison Hdw. Co., Bay City 
Buhl Sons Co., Detroit 

Geo. W. Hubbard Hdw. Co., Flint 
Foster, Stevens & Co., 

Grand Rapids 
Michigan Hdw. Co., Grand Rapids 
C. W. Mills Paper Co., 

Grand Rapids 
Smith-Winchester Co., Jackson 
Morley Bros., Saginaw 
Saginaw Hdw. Co., Saginaw 
Bay City Hdw. Co., Bay City 
Delta Hdw. Co., Escanaba 
H. Leonard & Sons, Grand Rapids 
Northern Hdw. & Supply Co., 

Menominee 
Soo Hdw. Co., Sault Ste. Marie 
Soo-Marquette Co., Marquette 


MINNESOTA 
Kelley-How-Thomson Co., Duluth 
Marshall-Wells Co., Duluth 
Hall Hdw. Co., Minneapolis 
Janney, Semple, Hill & Co., 

Minneapolis 
Farwell, Ozmun, Kirk & Co., 

St. Paul 
G. Sommers & Co., St. Paul 
Kennedy Bros. Arms Co., St. Paul 
Butler Bros., Minneapolis 


MISSISSIPPI 


Feltus Bros. Hdw. Co., Natchez 
Melton Hdw. Co., Meridian 





Orgill Bros. Co., Jackson 
The Tom Lyle Hdw. Co., Meridian 


MISSOURI 


R. S. Elliott Arms Co., Kansas City 
Richards & Conover Hdw. Co., 
Kansas City 
Stowe Hdw. & Supply Co., 
Kansas City 
Wyeth Hdw. & Mfg. Co., 
St. Joseph 
Shapleigh Hdw. Co., St. Louis 
Simmons Hdw. Co., St. Louis 
Witte Hdw. Co., St. Louis 
McGregor Hdw. Co., Springfield 
Rogers & Baldwin Hdw. Co., 
Springfield 


MONTANA 
Billings Hdw. Co., Billings 
Marshall-Wells Co., Billings 
Montana Hdw. Co., Butte 
Great Falls Paper Co., Great Falls 
Helena Hdw. Co., Helena 
A. M. Holter Hdw. Co., Helena 
Kalispell Merc. Co., Kalispell 
Missoula Mercantile Co., Missoula 


NEBRASKA 
Newberry’s Hdw. Co., Alliance 
W. M. Dutton & Sons Co., 

Hastings 
Henkle & Joyce Hdw. Co., Lincoln 
Paxton & Gallagher Co., Omaha 
Wright & Wilhelmy Co., Omaha 


NEW HAMPSHIRE 
John B. Varick Co., Manchester | 


NEW JERSEY 
Charles J. Smith & Co., 
Jersey City 


NEW MEXICO 
Chas. Ilfeld Co., Albuquerque 
E. Cosgrove, Inc., Silver City 


NEW YORK 
Albany Hdw. & Iron Co., Albany 
Weed & Co., Buffalo 
Barker, Rose & Kimball, Inc., 
Elmira 
Underhill-Clinch & Co., New York 
Masback Hdw. Co., New York City 
A. H. Marshall Co., Inc., 
Plattsburgh 
Weed & Co., Rochester 
Mathews & Boucher, R 
Clark Witbeck Co., Schenectady 
Roberts Hdw. Co., Inc., Utica 
W. W. Conde Hdw. Co., Watertown 
Thomas H. Bradley, Watertown 
W. Bergman Co., Buffalo 


NORTH CAROLINA 
Glasgow-Allison Co., Charlotte 
Monroe Hdw. Co., Monroe 
Odell Hdw. Co., Greensboro 
Garolina Hdw. Co., Raleigh 
Job P. Wyatt & Sons, Raleigh 


+ 





Jobbers listed here catalog and carry warehouse stocks of Coleman Lamps, Lanterns, 
Many additional important jobbers, who handle other 
Coleman Products, are not listed at this time because of lack of space. 


THE COLEMAN LAMP 


GENERAL OFFICES: Wichita, Kansas 


HARDWARE AGE 
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Harris Hdw. Co., Washington 

Jacobi Hdw. Co., Wilmington 

Brown-Rogers-Dixson Co., 
Winston-Salem 

J. W. Murchison Co., Wilmington 


OHIO 


Canton Hdw. Co., Canton 

The Kruse Hdw. Co., Cincinnati 

The W. Bingham Co., Cleveland 
xeo. Worthington Co., Cleveland 

Smith Bros. Hdw. Co., Columbus 

Tracy-Wells Co., Columbus 

Wagner Hdw. Co., Mansfield 

Bostwick-Braun Co., Toledo 

Stambaugh-Thompson Co., 
Youngstown 

The Spetnagel Hdw. Co., 
Chillicothe 

The Stollberg Hdw. & Paint Co., 
Toledo 


OKLAHOMA 


Strange-Jones Hdw. Co., Clinton 

Miller-Jackson Co., Inc., 
Oklahoma City 

Western Hdw. Co., Muskogee 

Oklahoma City Hdw. Co., 
Oklahoma City 

The Richards & Conover Hdw. Co., 
Oklahoma City 


OREGON 


Bend Hardware Co., Bend 

J. E. Haseltine & Co., Portland 

Honeyman Hdw. Co., Portland 

M. Seller Co., Portland 

Marshall-Wells Co., Portland 

May Hardware Co., Portland 

Northern Wholesale Hdw. Co., 
Portland 

Basche-Sage Hdw. Co., Baker 


PENNSYLVANIA 


M. S. Young & Co., Allentown 

W. W. Welliver Hdw. Co., Danville 
Reilly Bros. & Raub, Lancaster 
George Krause Hdw. Co., Lebanon 
C. Dreisbach’s Sons, Inc., 


Lewisburg 

Supplee-Biddle Hdw. Co., 
Philadelphia 

R. E. Tongue & Bros. Co., Inc., 
Philadelphia 


E. K. Tryon Co., Philadelphia 

American Hdw. & Supply Co., 
Pittsburgh 

Jas. C. Lindsay Hdw. Co., 
Pittsburgh 

Logan-Gregg Hdw. Co., 
Pittsburgh 

Joseph Woodwell Co., Pittsburgh 

White Hdw. Co., Wilkes-Barre 

L. H. Smith Co., Pittsburgh 

Bright & Co., Reading 

Weeks Hardware Co., Scranton 


.RHODE ISLAND 


Belcher & Loomis Hdw. Co., 
Providence 


SOUTH CAROLINA 


Sullivan Hdw. Co., Anderson 

C. D. Franke & Co., Charleston 

Lorick & Lowrance, Inc., 
Columbia 

Montgomery & Crawford, Inc., 
Spartanburg 


SOUTH DAKOTA 


Fish & Hunter Co., Deadwood 
Jackson Hdw. Co., Aberdeen 
Larson Hdw. Co., Sioux Falls 


TENNESSEE 


Orgill Bros. Co., Memphis 
Stratton-Warren Hdw. Co., 
Memphis 








House-Hasson Hdw. Co., Knoxville 

C. M. McClung & Co., Knoxville 

Keith-Simmons & Co., Nashville 

McWhorter, Weaver & Co., 
Nashville 

Phillips & Buttorff Mfg. Co., 
Nashville 

The Elder-Conroy Hdw. Co., 
Clarksville 


TEXAS 

Ed. S. Hughes Co., Abilene 

Amarillo Hdw. Co., Amarillo 

Morrow-Thomas Hdw. Co., 
Amarillo 

Western Light & Supply Corp., 
Amarillo 

The H. H. Voss Co., Austin 

The Walter Tips Co., Austin 

Tyrrell Hdw. Co., Beaumont 

Weakley-Watson-Miller, 
Brownwood 

J. G. Harris Hdw. & Furn. Co., 
Center 

Corpus Christi Hdw. Co., 
Corpus Christi 

Cullum & Boren Co., Dallas 

Higginbotham-Pear|stone Hdw. Co. 
Dallas 

Huey & Philp Hdw. Co., Dallas 

Momsen-Dunnegan-Ryan Co., 
El Paso 

Zork Hdw. Co., El Paso 





CANT BE WRONG 


VERMONT 


Vermont Hdw. Co., Burlington 


VIRGINIA 

Piedmont Hdw. Co., Danville 

Watters & Martin, Inc., Norfolk 

Richmond Hdw. Co., Richmond 

Virginia-Carolina Hdw. Co., 
Richmond 

Watkins-Cottrell Co., Richmond 

Nelson Hdw. Co., Roanoke 

Worthington Hdw. Co., Inc., 
Staunton 

Interstate Hdw. Co., Inc., Bristol 

J. E. Gannaway & Co., Inc., 
Lynchburg 

Perrow-Evans Hdw. Corp., 
Lynchburg 

Charles Leonard Hdw. Co., 
Petersburg 

W. S. Donnan Hdw. Co., 
Richmond 

Graves Humphreys Hdw. Co., 
Roanoke 


WASHINGTON 


Morse Hdw. Co., Inec., Bellingham 

F. G. Foster Company, Hoquiam 

Schwabacher Hdw. Co., Seattle 

Pacific Marine Supply Co., 
Seattle 

Seattle Hdw., Seattle 


HERE IS THE COLEMAN PROFIT LINE 
FOR YEAR ’ROUND SALES 
(See Page 59) 


Lamps 
Lanterns 


trons 
Mantles 
Electric Irons 
Camp Stoves 
Cabin Stoves 


Nash Hdw. Co., Ft Worth 
Black Hdw. Co., Galveston 
Bering-Cortes Hdw. Co., Houston 
Peden Iron & Steel Co., Houston 
Texas Lamp & Oil Co., Houston 
National Hdw. & Stove Co., Paris 
Findlater Hdw. Co., San Angelo 
Harris-Luckett Hdw. Co., 
San Angelo 
Allensworth-Carnahan Co., 
San Antonio 
General Hotel Supply Co., Inc., 
San Antonio 
Wm. Van Hoogenhuyze Hdw. Co., 
San Antonio 
Hydro-Carbon Light Co., 
San Antonio 
Roberts, Sanford & Taylor Co., 
Sherman 
Wadel-Connally Hdw. Co., Tyler 
The McLendon Hdw. Co., Waco 
Geo. M. Watkins, Llano 
Watts Hdw. Co., Inc., San Antonio 


UTAH 


Geo. A. Lowe Co., Ogden 

Z. C. M. I. Wholesale Hardware, 
Salt Lake City 

The Salt Lake Hdw., 
Salt Lake City 

Strevell-Paterson Hdw. Co., 
Salt Lake City 





Handy Gas Plants 
Water Heaters 
Burners 

Radiant Heaters 
Shades and Globes 
Electric Coffee Makers 
Electric Waffle Makers 





Hunt & Mottet Co., Tacoma 
Yakima Hdw. Co., Yakima 
Jensen-Byrd Co., Spokane 
Marshall-Wells Co., Spokane 
Brown-Johnston Co., Spokane 


WEST VIRGINIA 


Bluefield Supply Co., Bluefield 

Emmons-Hawkins Hdw. Co., 
Huntington 

Foster-Thornburg Hdw. Co., 
Huntington 

W. H. Smith Hdw. Co., 
Parkersburg 

Ott-Heiskell Hdw. Co., Wheeling 


WISCONSIN 


Morley-Murphy Co., Green Bay 

Fred Kroner Hdw. Co., La Crosse 

Frankfurth Hdw. Co., Milwaukee 

John Pritzlaff Hdw., Milwaukee 

Aerial Cutlery Mfg. Co., 
Marinette 

E. Garnich & Son Hdw. Co., 
Ashland 

V. Tausche Hdw. Co., La Crosse 

Madison Hdw. Co., Madison 


WYOMING 
The Wyoming Automotive Co., 
Casper 
(FD-47) 


AND STOVE COMPANY 


BRANCHES: Philadelphia, Chicago, Los Angeles, Toronto 
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CANADA 


Marshall-Wells, B. C., Ltd., 
Vancouver, B. C. 

McLennan, McFeely & Prior, Ltd., 
Vancouver, B. C. 

Gordon & Belyea, Ltd., 
Vancouver, B. C 

McLennan, McFeely & Prior, Ltd., 
Victoria, B. C. 

Wood, Vallance Hdw., Ltd., 
Nelson, B. C. 

J. H. Ashdown Hdw. Co., Ltd., 
Edmonton, Alta. 

Marshall-Wells Alta. Co., Ltd., 
Edmonton, Alta. 

Northern Hdw., Ltd., 
Edmonton, Alta. 

The Black Hardware, Ltd., 
Medicine Hat, Alta. 

Marshall-Wells, Ltd., 
Calgary, Alta. 

J. H. Ashdown Hdw. Co., Ltd., 
Calgary, Alta. 

Blackwood Hdw., Ltd., 
Moose Jaw, Sask. 

Sterling Millwork, Ltd., 
North Battleford, Sask. 

J. H. Ashdown Hdw. Co., Ltd., 
Regina, Sask. 

Marshall-Wells Co., Ltd., 
Regina, Sask. 

Marshall-Wells Co., Ltd., 
Saskatoon, Sask. 

J. H. Ashdown Hdw. Co., Ltd., 
Saskatoon, Sask. 

Walter Woods, Ltd., 
Saskatoon, Sask. 

Sterling Millwork, Ltd., 
Saskatoon, Sask. 

Walter Woods, Ltd., 
Winnipeg, Man. 

Marshall-Wells Co., Ltd., 
Winnipeg, Man. 

J. H. Ashdown Hdw. Co., Ltd., 
Winnipeg, Man. 

Wood, Alexander & James, Ltd., 
Hamilton, Ont. 

Walter Woods, Ltd., 
Hamilton, Ont. 

W. B. Dalton & Sons, Ltd., 
Kingston, Ont. 

Edwin Chown & Son, Ltd., 
Kingston, Ont. 

Hobbs Hdw. Co., Ltd., 
London, Ont. 

D. H. Howden & Co., Ltd., 
London, Ont. 

Cochrane Dunlop Hdw., Ltd., 
North Bay, Ont. 

Marshall-Wells Co., Ltd., 
Port Arthur, Ont. 

Cochrane Dunlop Hdw., Ltd., 
Sudbury, Ont. 

H. S. Howland Sons & Co., Ltd., 
Toronto, Ont. 

White & Co., Ltd., Toronto, Ont. 

Caverhill, Learmont & Co., Ltd., 
Montreal, Que. 

Frothingham, Starke, Seybold, 
Ltd., Montreal, Que. 

L. H. Hebert & Cie, Ltd., 
Montreal, Que. 

Lewis Bros., Ltd., Montreal, Que. 

A. Prud’homme & Fils, Ltd., 
Montreal, Que. 

Letang Hdw. Co., Ltd., 
Montreal, Que. 

Jos. E. Lemieux Enrg., 
Quebec, Que. 

Samson & Filion, Ltd., 
Quebec, Que. 

Renaud & Cie, Ltd., Quebec, Que. 

Terreau & Racine, Ltd., 
Quebec, Que. 

Codere, Ltd., Sherbrooke, Que. 

J. S. Mitchell & Co., Ltd., 
Sherbrooke, Que. 

Jas. S. Neill & Sons, Ltd., 
Fredericton, N. B. 

A. M. Bell & Co., Ltd., 
Halifax, N. S. 

Sumner Co., Ltd., Moncton, N. B. 

Thompson & Sutherland, Ltd., 
New Glasgow, N. S. 

Thompson & Sutherland, Ltd., 
North Sydney, N. S. 

Emerson & Fisher, Ltd., 
St. John, N. B. 

R. T. Holman, Ltd., 
Summerside, P, E. I. 
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Gives two-way heating performance. 


Equipped with Heat-A-Justor doors, 
which when opened reflect a steady flow 
of radiant heat, which can be directed 
or focused at will. When doors are 
closed, it becomes a circulating heater. 
'Ises the Breeze Burner, which is wick- 
less and has no moving parts. All 
models have a constant level valve. Con- 
sole models finished in a new Duroplas- 
tic Enamel, said not to chip, crack, or 
peel.—The Coleman Lamp and Stove 
Co., Wichita, Kan. 





Carroll Chain Catalog 


No. C—looseleaf type—48 pages. 
Contains illustrations of different types 
of chains. Complete specifications are 
given. The Carroll Chain Co., Colum- 
bus, Ohio. 


Collins’ Catalog 

Catalog H—looseleaf type—37 pages. 
Illustrates and describes Collins’ axes, 
hatchets, picks, bush hooks, adzes, 
machetes, etc. The catalog has been ar- 
ranged so as to group the various 
grades of tools in such a way as to 
make comparisons easy, and also con- 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims—New Packages 
—New Colors—New Deals— 





venient to locate. Some of the more 
popular finishes of axes have been re- 
produced in color. An extra quantity 
of pages are available. The Collins Co., 
Collinsville, Conn. 





Allen Hollow Screws 


Allen Hollow Screws are described 
and illustrated in an attractive 24-page 
booklet. These chrome-molybdenum 
screws are heat treated by a special 
Allen-developed process, governed by 
the size and style of individual lots 
of screws. Among the types of Allen 
Hollow Screws described are: set, 
socket-head cap and socket-head shoul- 
der screws. Other Allen items cata- 
loged include: normalized hexagon 
wrenches, screwdriver style wrenches, 


Vers 
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“T” handle wrenches; ratchet wrenches, 
wrench sets, tap extensions, pipe plugs, 
boxed screw assortment and tap exten- 
sions. List prices, packing weights and 
thread information are included. The 
Allen Mfg. Co., Hartford, Conn. 


Marlin Shotgun 


An “Over and Under” gun will be 
furnished in 12 gauge in two sizes of 
barrel lengths, 30 inch and 26 inch. The 
30 inch barrel model will have full and 
modified chokes. The 26 inch barrel 
lengths will have the “Skeet Bore.” 
This low priced “Over and Under” shot- 
gun is of simple design and has fewer 
working parts than the company’s pre- 
vious models. The Marlin Firearms Co., 
New Haven, Conn. 





Old English Metal Cement 


Old English Metal Cement for join- 
ing and repairing metals, wood, glass, 
Bakelite, Celluloid, etc., and Old Eng- 
lish Transparent Cement for china, 
glass, wood, fabrics, Celluloid, model 





aeroplanes, etc., are new products be- 
ing featured in self-selling display 
boxes as illustrated. They contain 12, 
25c. tubes. The A. S. Boyle Co., Inc., 
Cincinnati, Ohio. 


HARDWARE AGE 
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JERSEY CITY, N. J. 
Dial diameter, 50 ft. 


CHICAGO, ILL. 
Dial diameter, 40 ft. 





can name the 





F the world’s biggest clock ticked off the circulation 
I of the world’s biggest magazine at one copy a second, 
it would have to run continyously, night and day, for 
100,000 minutes— more than two months—to register 
the close to 6,000,000 copies printed every week. 


That’s the gigantic circulation of The American 
Weekly . . . twice that of any other magazine on 
earth! In the 624 counties in which The American 
Weekly concentrates 87% of its circulation, 68% of 
all families live and 81% of a// retail sales are made! 


In these counties are located a// cities of 10,000 or 
more population, in most 
of which The American 
Weekly is read regularly 
in from 1 out of 5 to 1 out 
of every 2 homes! 
That’s the world’s most 
powerful selling support 
. . . the sales-stimulating 
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AMERICAN 
WEEKLY 


Greatest 
Circulation 
in the World 
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WORLD'S BIGGEST MAGAZINE 


backing given retailers by manufacturers who adver- 
tise the every-day necessities and luxuries of life in 
The American Weekly. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better than 
one out of every two families 


In 144 more cities, 40 to 50% of the families 
In an additional 134 cities, 30 to 40% 
In another 175 cities, 20 to 30% 


... and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


THEAMERICAN _ 






EBKLY 


**The National Magazine with Local Influence’’ 











NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION Main Office: 959 Eighth Avenue, New York City 
AUGUST 13, 1936 





Hoover Vacuum Display 





/t Beats-as it Sweeps - as it Cleans 


Displays a complete ensemble. The 
golden yellow fan-like back piece is 
45 in. x 72 in. long with 2% in. folds 
set back from the front plane. An 
electric light between the front plane 


and fan arrangement provides vibrat- 
ing highlights on the fan. The vacuum 
cleaner and accessories are set on the 
front shelf. The Hoover Co., North 
Canton, Ohio. 





Electro Way Vent Fan 


\ 





Expels hot, grease-laden air through 
the chimney flue. Said to save cleaning 
and decorating expense. No installation 
cost as fan is held in place, over chim- 
ney flue hole above gas range, by a 
hook, furnished with fan, and tested to 
hold 30 Ibs. Fan may also be used as a 
heat booster from one room to other 
parts of the home and on hot-air regis- 
ters. Motor: 110 volts, a. c.—60 cycle 
24 watts. Fan will fit any size chimney 
opening from 3 to 7 inches. Retail 
price, $6.95. Ward Manufacturing Co., 
107-109 E. Milwaukee Ave., Detroit, 
Mich. 


Oxco Displaypak Line 


Comprises various assortments of 
brushes, each assortment containing a 
“silent salesman” or display stand for 
counter or window use. Of attractive 
appearance, these cards have been de- 
signed to show various styles and types 
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of OX Fibre brushes. The Oxco Dis- 
playpak line features floor, window and 
scrub brushes, counter dusters and 
whitewash and kalsomine brushes. An 
eight-page booklet outlines the assort- 
ments and shows the Displaypaks for 
each and includes price data. Ox Fibre 
Brush Co.. Inc., 522 Fifth Ave., New 
York City. 


Steel Measuring Tape 





“Wyteface”—a coating of permanent 
white with graduations in deep black— 
makes this measuring tape easy to read 
even under a bad light. Maker states 
the surface will not crack or chip and 
protects the tape from rust and adds 
to the spring of the steel, making it 
bend in wider arcs and decreasirg its 
tendency to curl or kink. Case is of 
black leather; all exposed metal parts 
are of modern design and either of 
stainless steel or chromium plated. 
Available in 12ths and 10ths of feet 
and in 25, 50, and 100-ft. lengths, to 
retail at $4.90, $6 and $10.20 respec- 
tively. Keuffel & Esser Co., Hoboken, 
ae 8 





Areade Model Maker 
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No. 16A complete with six small 
power tools is designed to retail for 
$11.00 to $12.00. Tools and attach- 
ments are: lathe, screw center, sabre 
saw, sander disk, circle saw, lathe tool 
set (three tools), drill chuck and drill 
feed plate and grinder wheel. Lathe 
has head stock, spur center, tail stock, 
jack shaft, tool rest, belt, wrench lathe 
base, jack shaft pulley and lathe pulley. 
The screw center may also be used as 
a small face plate. Sabre saw includes 
base, mechanism, table, eccentric, bolt 
and nut. The sander disk may be used 
as a face plate. Included with the circle 
saw are the saw base, saw blade, mitre 
gage, rip fence, saw table and trunnions, 
two washers and nut. There are three 
tools in the lathe tool set and the 
grinder wheel has two flange washers 
and nut. Arcade Mfg. Co., Freeport, 
ll. 


Vermont Tap & Die 

Catalog No. 5—-5 x 7 inches—spiral 
bound. Illustrates and describes lines 
of taps, dies, reamers and combination 
drills. Complete specifications and price 
lists are given. Many handy and in- 
formative tables are also contained. 
Vermont Tap & Die Corp., Lyndonville, 
Vt. 


Aluminum Ware 





This new line of matched aluminum 
ware offers utensils of smart styling 
and balanced proportions, in low priced 
ware. Maker states the aluminum is 
specially hardened for longer wear. 
Aluminum Goods Mfg. Co., Manitowac, 
Wis. 


HARDWARE AGE 
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A MOTOR WHEEL PRODUCT 


Gives You America 5 
BEST VALUES 


HE depression years have taught America the 

false economy of buying inferior merchandise 
made by little-known concerns. Today, more than ever, the 
company background is a vital factor in successful merchan- 
dising. Motor Wheel Corporation is one of America’s great 
industrial institutions—a ten million dollar concern with the 
strength and resources to maintain progressive leadership. 
By every measure of comparison, Motor Wheel gives you 


today’s best values—because it has those facilities in great 
abundance which are always essential to product develop- One of the many beautiful models included in the 
ment. manufacture and distribution. Duo-Therm Circulating Heater line. 


LIBERAL TRADE DISCOUNTS—Larze volume per 
mits Motor Wheel to accept a smaller margin of profit per 


THRIFT-ZONE PERFORMANCE—Clean, economical 
operation on both low and high settings with the MW 
Dual-Chamber Burner. The only major space heater unit—and award the difference in larger trade discounts. 


development in recent years. 


PROMPT DELIVERY—Uninterrupted production 
schedules throughout the season plus modern methods of 
manufacture safeguard the Duo-Therm dealer against loss 
of business due to delivery failures. 


7 MODERN APPEARANCE—Duo-Therm products 
reflect the modern spirit in every detail of design. Dis- 
tinetive new lines and beautiful finish treatments in every 
model. j 
REASONABLE PRICES—Modern production methods ENGINEERING AND ,RESEARCIIT—Thorough and 
permit Motor Wheel to build the finest heaters on the constant engineering, research and inspection assures you 


market at prices which are directly in line with others. and your customers of satisfactory merchandise plus sound 


future developments. 


FINANCIAL STABILITY—You have only to refer to 
the listings of recognized credit agencies to verify 


water heaters as well as a complete line of heaters. the strong financial background of Motor Wheel Cor- 


A MORE COMPLETE LINE—The Duo-Therm fran- 
chise includes a modern line of oil burning ranges and 


poration. 








HA363 


Motor Wheel Corporation 
Heater Division 
Lansing, Michigan 








Gentlemen: Please send full details of the 
Kero-Therm and Duo-Therm line of vil 
burning appliances: 


Firm Name 


Address... .. 
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The Prime Electric Fence Controller 
when plugged into any light socket or 
battery and connected to fence, delivers 
a sharp harmless sting on the wire that 
keeps livestock from going over or 
under the wire, and making a fence 
of only one wire sufficient. The “Chop- 
per” makes the fence entirely safe for 
humans and animals as it turns the cur- 
rent on and off at three second intervals 
and also acts as a secondary lightning 
arrestor. Signal lights, in the barn or 
milkhouse, indicate whether or not the 
fence is working. The cabinet for the 
controller is dust proof. Model No. 4 
(shown) includes, free, 50 No. 20 in- 
sulators, 4 No. 24 insulators, lightning 
arrestor, ground strap, extra—l ampere 
fuse, and an instruction book. Oper- 
ates on alternating current—110 volts— 
60 cycle motor. Thirty days -trial. Re- 
tail price, complete, $34.50. The Prime 
Mfg. Co., 1669 S. First St., Milwaukee, 
Wis. 


Helpful Hints Booklet 


Entitled “169 Helpful Hints for Home 
Makers,” it is profusely illustrated and 
contains suggestions for shortening 
housekeeping routines. Information, 
such as color combinations for the in- 
terior and exterior of a home, garden- 
ing hints, cleaning of rugs, “first aid 
for kitchen utensils” and ways of re- 
moving spots, is briefly outlined in this 
32-page booklet. Each hint is briefly 
stated in this booklet, which is avail- 
able for free distribution in response 
to coupon inquiries received from direct 
mail, newspaper and handbill advertis- 
ing to consumers. The Chi-Namel Paint 
& Varnish Co., 43 E. Ohio St., Chicago, 
Ill., published the booklet. 


Mural-Tone Literature 


Includes a variety of consumer fold- 
ers, printed in attractive colors. One 
folder has brief illustrated descriptions 
of Muralo products together with a 
color chart and “Facts About Mural- 
Tone Wall Paint.” A large folder, 
printed in color, tells of the uses for 
Mural-Tone, outlines the range of 
colors, tells of the paint’s composition, 
outlines where it may be used and 
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tells of its covering capacity. A cir- 
cular entitled “For Every Type of 
Room” shows the various types of rooms 
in which this wall paint may be used. 
Each piece of literature has room for 
the dealer’s imprint. The Muralo Co., 
Inc., 570 Richmond Terrace, Staten 
Island, New York. 


Chase Dealer Helps 


Include a circular on Chase Copper 
downspouts, gutters and flashings and 
a blotter telling “where to look for roof 
leaks.” The colorful circular states that 
“Chase roofing products are made from 
pure copper and will last a lifetime. 
Copper never needs painting . . . never 
needs replacing.” A diagram of the ex- 
terior of a home shows the different 
points where Chase Copper roofing 
products are used, and indicates the 
points where the elements “begin their 
attack.” Space is provided for dealer 
imprint. The blotter offers the dealer’s 
services in checking homes for roof re- 
placements and indicates the points of 
a house for which Chase Copper prod- 
ucts are made. These dealer helps are 
available from Chase Brass & Copper 
Co., Inc., Waterbury, Conn. 


**Rotabin”’ 





Bulk storage steel bins for nails, 
rivets, bolts, washers, fittings or any 
keg items, enables keeping stock in 
small accessible pace. Fifteen to fifty 
kegs may be stored in circular floor 
space 44 x 58 inches. Mechanical op- 
eration brings stock to the scales, light 
and user. The No. 525 unit (illustrated, 
together with scales which are sold as 
extra equipment), has five sections and 
twenty-five compartments, each of which 
has a capacity of 125 lbs. Diameter of 
this unit is 44 inches and the height 
is 57 inches. The spring balance hang- 
ing scale has a 20-lb. capacity and is 
complete with scoop chains and scale 
arm. Steel sections are mounted ver- 
tically one above the other on heavy 
metal tube set rigidly into heavy cast 
metal base. Each rotates freely on ball 
bearing assembly when fully loaded. 
Olive green baked enamel finish, unless 
otherwise specified. Counter model and 
drawer units are also available. The 
Frick - Gallagher Mfg. Co., Wellston, 
Ohio. 





Pot Cleaners 





“Ovtay 


POT CLEANERS 


“Kitchen Devil”—four styles—handle, 
mop, ball and gold. Made with ribbon 
scouring mesh of bright copper alloy, 
said not to rust and splinter and to be 
absolutely sanitary as it rinses clean. 
It scours iron, steel aluminum, enam- 
eled kitchen ware and sticky dishes; 
cleans stoves, sinks, bathtubs, refrigera- 
tors and other hard surfaced objects 
about the house. May also be used 
for other scouring jobs apart from 
household use. Retail price, 10c. Lan- 
don P. Smith, Inc., Irvington, N. J. 





Double Shower Fixture 








Part of the Sherman line, this indus- 
trial type unit is available with ball 
joint shower head, No. 564, or with 
plain shower head, No. 564-A. It pro- 
vides a complete, dependable shower 
unit at very low cost for use in fac- 
tories, summer cottages, home _base- 
ments, playgrounds, etc. It is a com- 
bination of the No. 566 shower valve 
with soap dish, No. 568, or No. 569 
cast brass shower head and a gal- 
vanized gooseneck, 24 inches from valve 
to head connection. Valve and shower 
head are rough nickel plated. H. B. 
Sherman Mfg. Co., Battle Creek, Mich. 


Casters and Wheels 


Catalog illustrates and describes in 
detail the much broadened line of Su- 
perior institutional and industrial cast- 
ers’and wheels. All necessary informa- 
tion is so arranged as to make it 
accessible for quick reference. Many 
types of casters and applicators for a 
wide variety of uses are shown. Jarvis 
& Jarvis, Inc., Palmer, Mass. 
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The Greatest Name in the Industry 
Born in a Blacksmith Shop! 


(104 YEARS AGO) 







VALSPAR PAINTS 
bring Super-Protection 
to your customers and 


PROFITS TO YOU! 








HE first Valentine Varnish was cooked in the blacksmith 
shop made famous by Longfellow’s celebrated poem ‘‘The 
Village Blacksmith.” . 

The high ideals that produced this first batch of 8 gallons 
have since made the Valspar trademark a symbol of durability 
everywhere. 

Your customers know this trademark. They see it in Val- 
spar’s full-page color ads in 
The Saturday Evening Post 
a and other magazines. That’s 
ar why it’s the sign of better 
eae business for you! 


ALSPAR 


VA! and VARNISHES 


Valentine & Company 386 FourthAvenue New York VALSPAR—The Varnish that 
In Canada—The Valspar Corp’‘n., Ltd., Toronto boiling water made Famous. 


PAINT MAKERS FOR 104 YEARS 
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Three Little Words 


(Continued from page 25) 


sumer’s Cooperative movement in 
this country is a vital matter to 
all American business men, par- 
ticularly to independent whole- 
sale and retail distributors in the 
hardware field. Wholesalers and 
dealers pay state and federal 
taxes, and plenty of them, and in 
this case part of the Wisconsin 
tax money, actually paid out by 
wholesalers and retailers in that 
state, will be spent to establish 
more competition. It is virtually 
paying to be put out of business 
if the movement should gain sufh- 
cient headway. 

The distressing part of this 
Wisconsin development is that 
the “three little words” actually 
occupy an inconspicuous place in 
the full text of the law and so 
were not particularly noticed. As 
a result, all Wisconsin school 


children will hereafter be tutored 
in reading and writing and co- 
operative marketing and cooper- 
ative marketing in practice almost 
always leads to consumer-owned 
retail stores. So far the number 
of lines featured by cooperative 
stores are not seriously affecting 
the hardware business, but the 
tendency is unmisiakably in that 
direction. 

It is our earnest suggestion that 
all hardware men watch the de- 
velopment of all laws in their 
respective states and fight legis- 
lative programs which include 
measures not in their own best 
interests as business men, tax- 
payers and employers of other 
citizens and taxpayers. 

Note particularly the last para- 
graph of the act. 

—Harpware Ace. 


All Business Indices 
Show Improvement 


(Continued from page 44) 


“Capitalism, having solved the 
great problem of adequate pro- 
duction, is now confronted with 
a new problem—that of distri- 
bution, which means the creation 
of purchasing power. If this new 
problem can be solved satisfac- 
torily, it will lead us on to 
heights of prosperity and well- 
being beyond anything dreamed 
of in the prosperous and opti- 
mistic years before the depres- 
sion. But Capitalism is an ab- 
straction, and to say that Capi- 
talism has solved a problem is 
only to say that the problem has 
solved itself, and it cannot be 
gainsaid that the problem of pro- 
duction solved itself by the free 
play of supply and demand and 
private enterprise. But the prob- 
able termination of the era of 
expanding markets makes the 
problem of distribution — more 
than that, of mere survival—one 
that will not solve itself. To re- 
peat: WE MAY EXPECT NO 
MORE AUTOMATIC SOLUTION 
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OF ECONOMIC PROBLEMS. 
THERE MUST BE A LARGE. 
SCALE PLAN. 

“It cannot be denied that the 
succession of European crises in 
the past year or two have be- 
come cumulatively more menac- 
ing, and there is littlé reason to 
hope that the tension will not 
one day resolve itself in war. 
Europe is divided into three 
camps, Communist, Fascist and 
Democratic, with two nations, 
France and Spain, in the throes 
of social conflict, with the de- 
cision whether they will fall into 
the Communist or Fascist group- 
ings, or, in the case of France 
at least, remain democratic, rest- 
ing with the future. 

“Communist Russia is develop- 
ing an economic system and a 
social philosophy so at variance 
with the capitalism of Adam 
Smith, Ricardo, and Mill, so at 
variance with the democratic 
‘planning’ that we referred to 
earlier in this letter, so at vari- 
ance even with Fascism, itself 


only an unfortunate perversion 
of capitalism, that the two sys- 
tems cannot permanently exist 
side by side. The Fascist coun- 
tries, Germany and Italy, driven 
by internal economic pressure 
and intense national pride, led 
by bold, magnetic personalities, 
must either expand or burst. The 
only important Democratic coun- 
try not involved in serious do- 
mestic turmoil is England, and 
in the Anglo-Italian crisis over 
Ethiopia, British power and in- 
fluence were revealed as in a 
state of eclipse, temporarily at 
least. 

“Statesmen, educators, clergy- 
men, newspaper correspondents 
and editors are well aware that, 
in the words of one of them, 
‘These are distracted and fateful 
days.’ The future is to be very 
different from the past. If any- 
thing is certain it is that we are 
in a period of transition from 
individualism to collectivism, 
when the individual will count 
for very little and the state for 
very much. Fascism and Com- 
munism were not accidental ° de- 
velopments in Italy, Russia and 
Germany, but historical necessi- 
ties growing logically out of the 
development of those countries. 
And these two movements threaten 
to spread, with probable conse- 
quences not to be viewed with 
composure.” 


Canner Retort 





“National”—made of pure aluminum 
cast in permanent molds to insure uni- 
form thickness and greater tensile 
strength. It has a highly polished fin- 
ish which is said not to mar, chip, or 
wear off. Cover is fitted with a com- 
position rubber gasket guaranteed to 
be tasteless and odorless and to make 
a perfect steam-tight seal. The canning 
basket is of strong wire. The retort 
holds 18 No. 2 cans, 10 No. 3 cans, 17 
pint Mason jars, or 7 quart Mason 
jars. Included in the equipment is a 
canning book with full directions, time 
tables, and recipes. National Pressure 
Cooker Co., Eau Claire, Wis. 


HARDWARE AGE 
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Popular Hack Saw Frames 


“Union” Hack Saw Frames are designed to meet the 


No. 2150 Adjustable 8 to 12 inches 


No. 2150 as shown. Adjustable Frame, Nickel requirements of every mechanic as well as the average 
Plated. Black enameled handle with screw ad- 


just t for tigh i blade. Depth of f 

Ls householder. They are strongly constructed and made 
No. 2151. Same as No, 2150 but includes one re 

blade with each frame. to retail at popular prices. 


The adjustment feature for tightening the blade, holds 
the blade securely, keeps it at the proper tension and 


saves many a blade that might otherwise be broken. 





No. 2175 Adjustable Frame We commend these sturdy frames to every Dealer who 
F heavy duty. Nickel plated—highl lished. : . 
Strong eteel connection with double cad adjust: appreciates good tools. They sell readily and profitably. 
aoe on —— —— + ae os gaye ang sa ‘ 

extended. s Ld 99 7 
damian gett. Wan wat stint’ te Be assured that “Union” Hack Saw Frames will com- 
tightening blade. Depth of frame 3% in., steel : p : 
nana pletely satisfy every customer. Made in six popular 


patterns. Each style packed one in a cardboard box. 


Ask your Jobber to Supply you. If he cannot, 
write to us for name of Nearest Jobber 


who will. Send for Tool Catalog No. 12. 





No. 2115 Adjustable Frame for Blades 


8 to 12 inches imaEewaekha ft @ | 
HARDWARE COMPANY 


No. 2115 as shown. Adjustable Frame, Nickel 
Plated. Corrugated steel pistol grip with dull 


nickel finish. Wing nut adjustment for tighten- Laie Lt “ z nt r . | 


ing blade. Depth of frame 2% in., steel % SHED 1684 


in. wide. TORRINGTON. CONN. 


No. 2116. Same as No. 2115 but includes one 
NEW YORK OFFICE ISI CHAMBERS STREET 


Built for MORE YEARS 
of BETTER SERVICE 


If you have an eye for performance values and are selling and installing power 
pumps and water systems you will quickly discover upon inspecting any Myers 
Self-Oiling Power Pump that it is expertly designed, compactly built for dura- 
bility, and machined to the finest of mechanical standards for wear free—care 
free—operation. 


Seo OR eat oto tatkotootetatatetote tte oma te ete 
ORR oR Rat tatoo dota tutetorarate tate tate rete ete stetotetete tar 













With buyers becoming more critical, it’s both wise and profitable to sell and 
install Myers Self-Oiling Power Pumps. First, because there is a dependable 
style and size for any installation up to ten thousand gallons per hour. Second, 
because Myers Self-Oiling Power Pumps give such excellent service that customer 
satisfaction is assured. Third, because prices are 

still so favorable. Fourth, because the Myers Line 

creates volume business and profits. 


POWER-HEAD 
PATENTED | 











, 4 


Weather conditions have been extreme-—water 
shortage prevails in many localities. Everywhere 
the demand for Myers Pumps and Water Systems 
is at its peak. Why not write or wire us today for 
catalog and complete information? 


Tm F.E.MMYERS & BRO. co 


, ASHLAND, OHIO. <-? 


PUMPS-—WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 
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F COURSE, it was nothing 

more or less than a clear- 
ance sale of odds and ends, broken 
lines, obsolete lines, etc., such as 
any active hardware store is apt 
to accumulate, but George W. 
Green, Long Beach, Cal., believes 
in tying up a word with his ad- 
vertising copy that will get the 
eye of the public and really get 
the odds and ends out of the store. 
Mr. Green is the active head of 
Horace W. Green and Sons’ hard- 
ware and houseware store at 
528-30 Pine Ave., Long Beach, 
Cal. 

Typical of this idea was Mr. 
Green’s “Jonah” sale held early 
in the year. 

The “Shopping News” display 
advertisement showed a whale at 
the top of the group of nine boxes 
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A portion of the ad run by Horace W. 
Green & Sons, Long Beach, Calif., in con- 
nection with the “Jonah Sale.” 


They Called It 
A Whale of a Sale 


Jonahs were all swallowed by the public 
when Green’s, Long Beach, Calif., used 


unique ad copy 


and that, of course, ‘was signifi- 
cant of Jonah who is reputed to 
have figured in the most widely 
read whale story. 

Each box in the advertisement 
presented a “Jonah” and they 
were classified as “Jonah No. 1,” 
“Jonah No. 2,” etc., up to “Jonah 
No. 9.” A glint of humor with- 
out slopping over into the bur- 
lesque was introduced. For in- 
stance the first paragraph at the 
top was a follows: “Every year 
we count these Jonahs. That is, 
we have counted, but no more, for 
these prices will end it all!” 


Cleaned Up By Noon 


The results passed expectations 
for the entire assortment of 
Jonahs was sold before noon. One 
thousand people had come in for 


Jonahs before 11 A. M. Those 
seeking Jonahs in the afternoon 
were disappointed for there were 
no Jonahs for them, but many 
were inclined to purchase other 
Biblical characters at regular 
prices, of others at the January 
sales prices here and there in the 
store. 

“It’s a lot in the way you say 
it,’ says the advertising manager 
at this store, “and a word, or a 
name well chosen, a word with a 
long established and semi-humor- 
ous but significant meaning in the 
minds of the people, is worth a 
good many dollars in an adver- 
tisement. 

“A ‘Jonah’ sale will be an in- 
stitutional event here and there 
can be little doubt of its success, 
the sale this year proved that” 


HARDWARE AGE 











So ee sk ee 


GILLETTES 


The chief reasons for selling any 
product are in the product itself. 
These four Gillette Bicycle Tires 
have plenty of good, sound qualities 
and sales appeal that will build and 
hold bicycle tire trade. The proof is 
in Gillette sales records. Gillettes are 
massive, well-designed tires with 
non-skid treads, plenty of live rub- 
ber and real cord construction. The 
new Wire-Edge Bicycle Tire for 
light weight equipment has already 
won a prominent place among other 
Gillette leaders. 








26x2.125 
GILLETTE 
. RIBBED TREAD 
BALLOON 
BALLOON 

























CENTER TRACTION 











26x2.125 
GILLETTE 

HEAVY-DUTY 

BALLOON 





271.50 





®@ Specify Gillette Tires 
when ordering bicycles. 
All manufacturers will 
gladly equip their bicy- 
cles with this popular 
tire. Write for details. 


GILLETTE 
RUBBER COMPANY 
EAU CLAIRE, WISCONSIN 





NEW GILLETTE 
WIRE-EDGE W. J. SURRE 
BALLOON 811 LIBERTY ST. ERIE, PA. 


GILLETTE 


BIC TY egieé 
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3 NOT EVEN 


Penny wise” 
TO SELL 


MISFIT WICKS 


Mz, Dealer 


T certainly is more than “pound foolish” 

to annoy good customers by selling them 
inferior wicks that spoil the operation of 
their oil stoves. 


Only genuine Perfection wicks, stamped 
with the red triangle “Mark of Quality” 
and with the name “PERFECTION” should 
ever be sold for use in Perfection-made oil 
stoves. Perfection wicks are made from a 
special weave of cotton wicking and the 
wick carrier is of drawn, seamless metal so 
there are no thick places to cause 
sticking. They are the only wicks 
that give satisfactory operation 
with Perfection, Puritan £4 
and Ivanhoe oil stoves. 






PERFECTION 


STOVE COMPANY 


7747-E Platt Avenue, Cleveland, Ohio 
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Vienna's Retailing is Regulated 


(Continued from page 17) 


members the privations of the 
war. An unusual combination of 
sympathy and efficiency is found 
in some stores in the installation 
near the door of a small box fitted 
with a plunger. When the beggar 
enters, he presses the plunger, 
collects a 2 groschen copper 
(2/5e.), expresses his thanks and 
departs, leaving the proprietor 
free to attend to his customers 
without neglecting his charity. 
The hardware store in Vienna 
resembles the French and Swiss 


stores described in previous arti- 
cles, more than the American 
stores. It is small, perhaps 10 
feet by 35 feet if it occupies a 
corner or 20 feet by 20 feet it it 
is in the middle of the block. 
Show windows are always trim- 
med from the outside, never from 
the back. The windows are from 
six feet square to ten feet square, 
and hinged at the top or at one 
side. They open to a maximum of 
about three feet, and must be 
securely braced when stock is 


... ITS THE 


ij] SALES AND 





It’s FLY ded Liquid Spray, the 
world’s largest seller. FLY- 
ded is tops in sales and profits 
all over the country, and its 
best-selling season is just get- 
ting a good 
start. 
FLYded’s 
high quality is 
nationally ad- 
vertised. This 


year it has a new, clean odor 
that is making it more friends 
than ever before. Large scale 
production makes possible 
these low prices—pint retails 
for 25c, other sizes 15cand 10c. 





PROFIT |. 
a.) 3 a 






Now is the time to feature a 


fast-moving insecticide. FLY- 


ded Spraywill 


bring you 
more sales 
and profits.Or- 


der now from 
your jobber. 


Made by MIDWAY CHEMICAL COMPANY, Chicago—also makers 
of FLYded Insect Powder 


THE WORLD'S LARGEST-SELLING INSECTICIDES 
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changed in the display because 
the winds which constantly sweep 
the clouds away from Vienna’s 
blue sky are no respecters of 
plate glass. At night and on Sun- 
days the windows are covered by 
wooden blinds or a solid steel 
roller shade. Some stores which 
place a high value on window dis- 
play use a window protector made 
of heavy chain or webbed steel. 
Since the law says that all retail 
shops except food stores must 
close at six, there is no great need 
for an elaborate and expensive 
set of lighting fixtures. Only the 
fancy shops along the tourists’ 
streets indulge in such equipment. 


Display Not Used 


The average hardware store in 
Vienna does not see the need for 
the bright inside lighting and the 
open display which the American 
stores have been slowly adopting. 
It is assumed that the customer 
comes to the store for a specific 
article, and the clerk knows 
where to find it, if it is in stock. 
Therefore, there are substantial 
wooden counters but no_ plate 
glass show cases. Part of the 
shelving may be filled with 
drawers, with or without sample 
display, but no velvet-backed dis- 
play panels. No wall space is 
wasted. Above the drawers, the 
shelves extend to the ceiling, with 
tools and shelf hardware neatly 
stacked, as in a warehouse. Kit- 
chenware is on shelves right up 
to the ceiling. One unit of each 
item is unwrapped but the others 
are kept protected in original 
papers. Frequently the ceiling 
carries its share of the stock. 

The Vienna hardware man is a 
serious business man. He and his 
clerks wear black smocks. He 
opens his store at 7 in the morning 
and usually stays open right 
through the noon hour. He greets 
his customers cordially, thanks 
them politely but not as effusive- 
ly as the French storekeeper. The 
hardware business, in his opinion 
is not the place for frills and 
supersalesmanship, since it would 
not be in keeping with a store 
which was founded in 1756, or 
1829, or 1848, as some of them 
are able to announce on their 
windows. 


HARDWARE AGE 
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America's 


FAVORITE 





A Size For Every 
Need —2 Quarts 
to 10 Gallons — 


Hand or Electric JOBBERS AND DEALERS 


Power 


SOLD ONLY THROUGH 


a boy is a world of meaning in the 
fact that nearly 90% of all churns 
sold in retail stores are DAZEY Churns. 
It means for one thing, a superiority so 
outstanding that among 3 million users 
you will find the same number of Dazey 
boosters because of Dazey’s fine per- 
formance. If you sell churns at all, 
therefore, it is plain that the one to 
feature is the one already a 9 to 1 
favorite among churn buyers. Above 


all, get behind DAZEY Electric Churns 
if rural power lines are available in 
your trade area. 


DAZEY CHURN & MFG. CO. st cccis? we: 











s 

for repeat business 

FURNACE 
sell IRONSET ‘cement 
Here at last is a furnace cement that 
you can safely recommend for every 
job—that stands up on any domestic 
heating application. IRONSET is 
guaranteed to withstand 1800 F, not 
to shrink, bloat, crack or blister. It 
will not sluff off or loosen—retains 
its gas-tight seal. For setting sec- 
tional firepots and boilers, for seal- 
ing stacks and chimneys, wherever 
heat-resisting cement is needed 
IRONSET is cer- 


tain to give com- 


plete satisfaction FIRELINE 


and build repeat 
business. product 


Write for Circular 


Fireline Stove & Furnace Lining Co. 
1859-G Kingsbury St. Chicago, U. S. A. 
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Potters Merchan- 
dising 
(Continued from page 19) 


ter Mr. Walter has arranged for 
Miss Johnson to visit the new 
home, the information she ob- 
tains there is carefully filed for 
future use. Practical suggestions 
for this piece or that set are made 
from a background of personal 
observation in the new home, a 
bit of service which is thoroughly 
appreciated by the trade. Instead 
of selling by chance, Miss John- 
son presents a concrete thought 
about a definite article which will 
make a certain Mrs. Somebody’s 
breakfast nook more inviting. 

Again the idea is not so much 
to sell a quantity of merchandise 
as it is to convey the thought of 
the convenience and reliability of 
Potter’s, plus good service ren- 
dered. Experience has definitely 
proved that quantity transactions 
always follow quality merchan- 
dise and unquestioned trustworth- 
iness. 

Many stores are located in a 
certain block or part of the town 
because a hardware store has 
been located here for years or 
because that was the only avail- 
able location. In the case of Pot- 
ters in Westwood Village, we 
find a real hardware store housed 
in a building especially built 
for this retail hardware business. 
Eight years ago the site of the pres- 
ent Westwood Village was just 
fields in the western part of Los 
Angeles. Then the California Uni- 
versity at Los Angeles was estab- 
lished here. A model business 
and community center, complete 
in every detail, was planned and 
duly executed. The Potter’s Hard- 
ware store was the second build- 
ing finished in this new area. 

Real pioneers were the J. A. 
Potters, senior and junior. They 
had seen many Los Angeles com- 
munities develop and grow, so 
here, they felt, was a fine op- 
portunity to grow up with this 
new development. Checking with 
the real estate men, they found 
the building restrictions on the 
property were relatively high. It 
was, therefore, natural to antici- 
pate a reasonable demand for 
good quality merchandise, as this 














Master Jock (. 


Workdn Largeat Exchurive 
Padkock Manufacturer 





MILWAUKEE, WIS.,U.S.A. 





was essentially a home commu- 
nity with houses costing $5,000 
to $35,000 to build. It soon de- 
veloped, as far as the quality of 
the store’s stock was concerned, 
the trade wanted even better goods 
than was first anticipated. 

Competition is very keen out 
here even though Westwood is 
twelve miles from downtown Los 
Angeles and six miles from that 
smart city of Santa Monica, to 
say nothing of the stores over 
Hollywood way. Most all the 
people living around here have 
downtown charge accounts, so ob- 
viously are constantly comparing 
the completeness of stock and 
arrangement of this neighborhood 
store with the big downtown es- 
tablishments. Established charge 
accounts make city buying easy, 
too. 

The Potters are fully alive to 
this condition, so when the store 
was originally planned and as it 
has been subsequently rearranged, 
the one dominant thought was 
pleasing convenient display ar- 


rangements which would show 
the new goods to their best ad- 
vantage and a genuine friendly 
atmosphere. 

Out here the majority of cus- 
tomers are not shoppers as to 
price, but they are genuine shop- 
pers for quality goods, sold to 
them in the right manner. The 
Potters have the advantage of 
being right in the neighborhood 
and of knowing the needs of the 
trade so well that they are able 
to properly anticipate the goods 
needed. This being right on the 
home grounds with an individual- 
ly selected stock enables the store 
to meet the trade on a most in- 
telligent basis and to do business 
in a more personal way. In a 
more friendly way, too, and to 
give real service to the articles 
needing service. 

A cheerful lot of salespeople 
have been gathered to this estab- 
lishment. Every clerk is_thor- 
oughly acquainted with all the 
merchandise in the house. While 
each one has certain sectional re- 













74 


Easy to Use 


Star “Moly” Hack Saw Blades are easy to use because they cut 
true and fast with little effort—because they stay sharp longer. 


Easy to Sell 


Star “Moly” Hack Saw Blades are easy to sell because 
mechanics prefer them, know their outstanding quali- 
ties and distinctive copper color. 
Sold only through Mill Supply and Hardware Dis- 
tributors. Have you the Star Moly Franchise for 
your territory? 


CLEMSON BROS., INC. 


Middletown, N. Y. 








@ 6871 





sponsibilities, they can go into 
any department doing a real sell- 
ing job. 

Many people having book ac- 
counts seldom visit the store in 
person after once the character 
of the house is established in 
their minds. Chauffeurs, butlers 
and gardeners do the ordering 
for the numerous movie executives 
whose estates are nearby. 

As may be imagined, “foot 
traffic” is not comparatively heavy 
here as it is downtown, but the 
“buying traffic” is extremely 
good. Windows and store ar- 
rangement come in for a great 
deal of personal attention from 
J. A. Potter, Jr. Windows are 
ever kept spotless. Carefully 
planned trims are installed at 
least once a week. Window trim- 
ming here is a science of pro- 
moting certain items which at 
the time are in public demand. 
Potter’s windows tell a most em- 
phatic merchandising story of 
the use of the goods selected for 
the immediate showing. These 
displays are always built around 
the consumers’ point of view. 

Interior displays are also 
planned in advance without a 
speck of dust ever in evidence. 
Cleanliness, freshness of the stock 
and accessibility dominate each 
one of the 38 open-counter dis- 
plays. Upfront key displays are 
completely changed at least once 
a week. Some tables are always 
reserved for “Specials” and that 
by no means is old junk dug 
up in the forlorn hope someone 
will buy it. It means new things 
which nearly every woman en- 
tering the front door will in- 
stinctively pick up to admire, then 
wish to acquire. 

As has been repeated, this store 
is ever experimenting with new 
things while they are new. It 
must be said, too, that their bat- 
ting average for picking salable 
items is very high. Against all 
that, the stock turn is well above 
normal in spite of the high nat- 
ural tendency to swell the size 
of the stock. The constant flow 
of new goods coming in is coun- 
terbalanced with a flow of out- 
going merchandise, so a pretty 
even inventory keel is maintained. 
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Sheffield 
RON ENAMEL 


ll-purpose black 











'@) Brilliant gloss black, weatherproof, 
moistureproof, heatproof, quick-drying More 
ci enamel that’s chock full of value. SHEFFIELD 
Long lasting and prevents rust. NOT . = ux 
an asphaltum black. Scores of uses in Quick Profit 
all homes. Feature it for fast profits. Items 
wh It’s a great seller. Aluminum or 
~ ‘ Gold Duo Jars 
ro) Order today from your jobber Kleen-A-Brush 
JOBBERS: Write for discounts Kleen-A-Paint 
be 3-Star Floor Cleaner 
SHEFFIELD | eum: 
® Ready Mixed 
Aluminum Paint 


BRONZE Powper & Stencit Co. : 
Bulk Aluminum 


a =| “The Specialty House of Top Values” Powder & Paste 
3000 Woodhill Rd., Cleveland, Ohio 

















FREE SAMPLE 


TO PROVE THAT YOU HAVE NEVER 
—] 5 NO) ee 4 ee 0 e)  d 


“Runs In... Will Not Run Out” 


Door-Ease Dripless Penetrating Oil is a general purpose 
oil which penetrates quicker and yet provides better | 
lubrication than the finest lubricating oils because M ‘ 
it congeals into a full-bodied, dripless lubricant ay you enjoy 
that stays put. Another feature that will appeal . 
to your customers is the unique 4 oz. refillable 
“controlled flow” oiler shown which delivers an abundant game supply 
either a drop or a stream. {[Builds a good 
volume. A sure repeater. being well ee ; : ; 
advertised, properly merchandised and YOU AND THE SPORTSMAN YET UNBORN 
priced right. {Write on company | is 
s s . ‘ 
aecdag who er ae gg | Enjoy the sport of hunting to the fullest but 
one toa dealer. Free offer always remember that you have the responsi- 
good un- til September Ist. 
Send for yours today. 





bility of so conducting yourselves as sportsmen 
that an abundant supply of wildlife may be 


e = 8 passed on to future generations. 


RUNS IN i WILL NOT OBSERVE THE RULES OF WISE CONSERVATION 


INSTANTLY \S RUN OUT 
—/ aq 


FOR SALE BY JOBBERS EVERYWHERE 


AMERICAN GREASE STICK 
E. I. DU PONT DE NEMOURS & CO., INC. 


MUSKEGON C O M PA N Y MICHIGAN Sporting Powder Division Wilmington, Delaware 


DEPT. H-2 











REG. U. 5. PAT. OFF 
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THE QUALITY GROUP 


Bassick 


HOUSEHOLD CASTERS 


RUBBER CUSHION SLIDES 





An investment of 


ae...:ia 


puts this complete stock of 
quality casters in your store. 


. .. And you get this practi- 
cal, sales-producing dis- 
play FREE! 





Display block (8° x 12°’) with samples 
mounted on removable wooden plugs. 


Dealers everywhere are enthu- 
siastic about the Bassick caster 
display. One hardware man in 
Terre Haute, Ind., writes: “We 
did not know we could sell 
quality casters until we got your 
display block. Thanks.” 


Write for Complete Information 


THE BASSICK COMPANY 


Connecticut 


Bridgeport 
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Improvements Bring Business 
to Koritzky’s 


(Continued from page 28) 


by the neatness of the displays. 
stay longer than previously, and 
make more purchases. 

A material advantage to the 
company are the steel paint 
shelves, not only from the point 
of view of display, but also a 
decrease in the amount of insur- 
ance required. 

The tables are used for attrac- 
tive displays of kitchen utensils 
and housewares. New lines, hav- 
ing unusual appeal are featured 
in the most prominent table lo- 
cations and a special effort is 
made to keep the table displays 
in “spic and span” condition. 

A miscellaneous rack 18 inches 
deep, seven feet, three inches 
high, is used in the rear of the 
store. Facing this is a pipe fitting 
rack having about 150 bins. 
Against the back of the pipe rack 
is an opening a foot deep and 
six feet long, on which rolls of 
linoleum are displayed and above 
this space is provided for a stock 
of window shades. Bolts and nuts 
are stocked in steel bins measur- 
ing 6 x 6 x 12 inches. 

Steel wall fixtures, having a 
brown finish, with orange backs 
and sides, are used on the left- 
hand side of the store for paint 
and wall paper. On account of 
lack of room, this fixture extends 
to the ceiling about ten feet six 
inches high. The main part of 
the shelving above the ledge is 
15 inches deep. The units are 
36 inches wide. Below the ledge. 
the depth is 24 inches, allowing 
for a beautiful display of paints. 


The top section of the wall 
units, two feet high, is used for 
the storage of wall paper, mak- 
ing bins 18 x 15 x 15 inches. On 
the top of the fixture is a half- 
round metal strip about four 
inches in diameter, extending the 
length of the units. This strip 
is used for sample rolls of paper 
so that they may be draped over 
the stored rolls, displaying the 
patterns to the trade. A ladder 
runs on a track the entire length 
of the unit. 

On the right-hand side of the 
store are three sections of fix- 
tures. The one nearest the door 
contains small electrical appli- 
ances and related merchandise. 
In the second section cutlery is 
displayed, while the third sec- 
tion is utilized for a fixture which 
provides 27 modern nail bins 
with a capacity of 2700 pounds. 
There are also nail bin counters. 
The store carries a full line of 
plumbing supplies. Fixtures 
throughout the store were de- 
signed, manufactured and _in- 
stalled by the Berger Mfg. Co.. 
Canton, Ohio. 

Encouraged by the moderniza- 
tion of the store, the company is 
to expand. The building next 
door at 201 Shirley Avenue is 
to be taken over, with dimensions 
of 12 x 40 feet. The partition 
on the right-hand side is to be 
removed. With the added space, 
the company will carry a com- 
plete line of toys and more 
extensive displays of housefur- 
nishings. 


Chinaware Speaks for Itself 


(Continued from page 34) 


has received a new line of ware 
that it would announce by mail. 
It is intended also as an aid in 
selling more dishes to new cus- 
tomers. 

The card system in its small 
wooden case may be handed to 
an indecisive woman to examine. 
There she can see for herself 
what others have chosen in 


amounts, patterns, and _ prices. 
What she learns is often the 
means to bringing her to a con- 
clusion. Names of influential 
persons disclosed by the file have 
a certain psychological effect. 
The result is more enhancement 
of customer interest in the china- 
ware. 

The chinaware department in 
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SPRING HINGES 
New “Sagless” Spring Pivot-Hinge 








Type 4007 


Exterior Tension Adjustment 


An improved hinge for the gates in modern buildings 
and for replacing obsolete equipment in buildings to be 
made modern. 


The exterior tension adjustment permits regulating the 
spring power, after the gate has been hung, to suit 
different sizes and weights of gates or individual 
preferences. 


Chicago Spring Hingv Company. 
CHICAGO NEW YORK 











Gottschalk’s 


BRONZE BALL 






This ae | has been greatly improved and is packed te ff Cellophane it 
of the m tive household accessories on the market and is nationally poe 


attractive 
to ever “o million families each month. Order teday from 
for sample and price list. 


METAL SPONGE SALES CORP., Philadelphia 


your jobber or write direct 





U. S. A. | 


HOLTITE 
“THREAD - FORMING ”’ 


Sheet Metal Screws ° 


The most efficient, economical 
method for joining and mak- 
ing fastenings to sheet metal. 


Stock the HOLTITE Line 


Sold thru Hardware 
Jobbers 


CONTINENTAL SCREW Co. 
Ne Meno 
Massachusetts 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 


SOUTHERN BRANCH 
1421 Fort Street 
Chattanooga, Tenn. 











50 YEARS 


—of Making 
Better 


Chain! 














Over half a 
century of spe- 
cialized experi- 
ence — in addi- 
tion to modern 
machinery, fine ma- 
terials, and skilled 
workmanship — certi- 
fies the superior quality 
of McKay Chain. We 
make everything you need 
in Chain (welded or weld- 
less), for every purpose. 


THE McKAY CO., McKAY BLDG., 
PITTSBURGH, PA. 


(Formerly U. S. Chain and Forging Co.) 
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3200 BELMONT AVE. - CHICAGO 














the Alabama Hardware Com- 
pany’s store is made emphatic by 
the display that Zivitz and his 
clerks provide for it. Across one 
end of the room close to the show 
window and an entrance is the 
table for the major showing. 
Seven patterns appear in order- 
ly array. Over each one is the 
name of the pattern, the price 
per set, and other information. 

If a customer prefers a com- 
plete set, all well and good, but 
since all sets are “open,” he or 
she may buy only as many pieces 
as is desired. 

The selection is made easy by 
a folder placed side by side with 
each of the numbers on the table. 
This folder Zivitz had made in 
the store. Inside at the left the 
set is listed in three compositions, 
for six, eight, and twelve persons 
respectively, and the prices of 
each group. For example, take 
the Orlando Pattern that Zivitz 
includes in the display. The folio 
lists it as follows: 


For 6, Composition C, $12.75 
ome. 7 F, $18.55 
~ ™ H, $37.15 


In each composition the pieces 
are enumerated one by one. 

On the right-hand page the 
pieces are each named and priced 
for the benefit of a customer who 
wishes to buy that way. Such 
thoughtfulness in cataloging makes 
it pleasant shopping, and shop- 
ping keeps leading on to sales. 

Women who buy chinaware in 
sets are always asking, “Can we 


get more like it if we happen to 
break them?” Or, “Isn’t it pos- 
sible that these will go out of 
style right away?” The expla- 
nations are always forthcoming 
that the replacements can always 
be obtained, and that the sets 
are all guaranteed to remain in 
manufacture for at least ten years 
longer. The questions are hack- 
neyed and simple. Customers ask 
such things no matter how much 
in the past the dealer has been 
trying to drum in the truth. And 
the hardware men, realizing it, 
keep repeating the answers thus 
to help along the sales. 

However, the great influence 
over all at making sales is the 
Zivitz plan of display. After 
night the chinaware is as con- 
spicuous as though it were di- 
rectly in the show window. And 
during business hours when cus- 
tomers are circulating among the 
open display counters, the dis- 
play is even more effective. Wo- 
men are made to feel at home 
for the reason that they can dis- 
cover chinaware information for 
themselves in the files, in the 
folios, and even in the big showy 
price posters. 

Three years ago no thought 
was given to dishes in the Ala- 
bama Hardware Company’s store 
in Mobile. Finally a chinaware 
department was started, but it 
took a little time to realize that 
women like to become quite inti- 
mate with dishes. Since then 
dishes have been a real drawing 
card and a money maker as well. 





Vacations Are Dangerous 


(Continued from page 30) 


down the river, got through the 
Indian lines, grabbed an Indian 
pony, got to the fort and led to 
the rescue of his comrades. No 
one ever expected to see him alive 
again because usually the Indian 
dogs barked at any strangers ap- 
proaching their camps. It is a 
strange fact that after many hair- 
breadth escapes such as the above 
Davis was traveling on the D. & 
R. G. R. R. one time, went forward 
to the smoker to chat with a friend, 
the train was derailed and he was 


instantly killed. He was the only 
fatality in the accident. The 
Pullman where he had reservations 
was hardly shaken up. 

Alison also told us some very 
interesting stories of the days when 
the Indians and the cowboys 
would pull off horse races. Each 
side would carefully keep the fast 
horses out of sight of the other 
until the race was ready to be run. 
He said one time the cowboys had 
found such a fast pony that they 
all felt they had a sure thing. 
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RIGHT NOW 
Do every shooter a 
service by selling 


HOPPE’S 
No. 9 


HEN summer humidity comes, all guns 

need No. 9, to keep barrels free of 
rust and remove leading or metal fouling. 
Sell this safe, sure solvent for all gun 
cleaning. it does a perfect job. Make a 
companion sale, too, of 


HOPPE’S Cleaning PATCHES 
Fresh, selected canton flannel, cut to size, 
in dust-proof cartons. Five round sizes, 
one square, one oblong, fitting all guns. 


HOPPE’S Lubricating Oil 
is the shooter’s best buy for protecting 
gun actions from friction. Pure. Penetrat- 
ing. Won’t gum. Great for fishing reels, 
bicycles, ete. Lubricates. Cleans. Polishes. 
Prevents rust. A perfect household oil. 


HOPPE’S Gun GREASE 


is just what guns need as a heavy swab- 
bing, inside and out, when not in regular 
service. A practical emergency cleamer, too. 


FRANK A. HOPPE, Inc. 
2314-A North 8th Street 
Philadelphia, Pa. 

NEW YORK 
Ed. W. Simon Co., Inc., 302 Broadway 


LOS ANGELES 
H. L. Bowlds, 108 West 2nd Street 











Check up your stock 
of Hoppe’s products 
TODAY. 




















Order these four 
Hoppe “Repeaters” 
from your Jobber. And 
write us for a supply 
of Free Gun Cleaning 
Guides for your cus- 
tomers. 













| 
LEAD HEAD 
NAILS 


Sean | 
wa . 


Good will and good profits both accumulate with 
every sale of Dickson lead head nails. 

By sealing the nail holes with lead these nails 
make a sheet metal roof watertight, protect it 
from rust, and add years to its life. 

While failure to sell these nails is only a 
merchandising over-sight, failure to use them 
is a serious.and costly mistake. 

All common roofing sizes supplied in barbed or 
screw shank style with either bright or galvanized 
finish. For obvious reasons the galvanizing is done 
after barbing or threading. 
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Write for Near-by 


Send for Samples 
Sources of Supply. 


and Literature, 





DICKSON WEATHERPROOF NAIL CO. 


America’s Largest Producer of Lead Head Nails 
EVANSTON, ILLINOIS 
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A complete new family of Horton 
washers and ironers... priced to 
meet every profitable sales op- 
portunity ... every model pos- 
sessing eye appeal and construc- 
tion advances which set a new 
mark in value giving ...is now 
ready for the trade. Ask your 
jobber—or write for complete in- 
formation, without obligation. 


HORTON MANUFACTURING COMPANY 
3603 OSAGE ST. FORT WAYNE, INDIANA 





@ Cracks the Toughest Nuts 


Here is the most powerful nutcracker on the mar- 
ket ... it takes on all kinds and sizes .. . cracks 
the shell and leaves the nutmeats unbroken. Easy 
to operate... instantly adjustable to all size nuts. 
Fastens to bench or table. 
Nickeled finish. Packed 

in individual boxes... 1 " 
dozen to a case. Have thent 

on hand for the fall 

and winter season... f 
they retail for $1.50. 











*) 


© Order from your jobber. 


ARCADE 


ARCADE 
MFG. CO. 


Freeport, Ill. 
HARDWARE 
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your sales 


“Here you are, Sir. See 
that DATE-LINE? That 
proves they’re fresh.” 





“That’s a smart out- 
fit, good people and 
good merchandise.” 





DO THIS — It takes only 
one second to point out 
that “EVEREADY” BATTERY 
Date-Line. 








Gray-Diamond 
Welded Fabric— 


(Patented) 

Made by Wickwire 
Bros. new special 
welding process — 
much stiffer and 
stronger than any 
twisted netting or 
woven wire cloth. 
Each mesh is firm, 
uniform and rust- 
resisting, because 
produced from cop- 
per alloy open 
hearth steel wire. 
We control every 
operation from raw 
material to finished 
product. 
Furnished hot gal- 
vanized or green 
painted in 150 ft. 
bales, 2, 3 and 4 ft. 
wide in 1 and 2 in. 
mesh. In great de- 
mand for many 
USES, 

Ask your Jobber for Prices 


STEEL PRODUCTS 


“NATURAL GAS now used in our fur- 
maces produces very low sulphur steel which, 
together with a copper alloy, reduces cor- 
rosion.’ 


ROTHER 
wos CORTLANDNEW YORK USA, 








They bet everything they had, not 
only their horses, their saddles 
and their hats, but also their cloth- 
ing. It seems, however, that the 
Indians also found a fast pony. 
They cleaned up on the race. And 
Alison said it was a funny sight 
when all those cowboys without 
their horses, their hats and in some 
cases part of their clothes, had to 
walk back to town. It was a great 
day for the Indians. 

As our progress had been some- 
what delayed by my steed, we did 
not arrive at Steel’s until dark, 
but when we arrived and they saw 
me with the pillow on the saddle, 
Mr. and Mrs. Steel and all the 
ranch hands gave me the merry 
ha-ha. 

After we had settled ourselves 
in our room, unpacked and washed 
up, we had a delicious dinner of 
fresh trout. That was one of the 
compensations. 

The next morning bright and 
early I opened up my fishing out- 
fit. pulled on the waders, the 
woolen socks and the hobnailed 
shoes. When I was all dressed 
up I resembled one of those deep 
sea divers. The complete outfit 
was so heavy that it was difficult 
to walk in it. I asked Steel where 
the best fishing was. To this he 
just jerked his thumb over his 
shoulder toward the stream, which 
was only a short distance away. 
and remarked:—“Anywhere. The 
river is full of trout, brook trout 
and graylings. But remember 
you get them better in the riffles 
just below the big’ stones, and 
naturally the big fellows are in 
the deep pools. Fish downstream 
and let the current carry your 
flies below the calm spots behind 
the big stones. Then lift the point 
of the rod, dance your flies over 
this mirrorlike surface, and see 
what happens.” 

1 strolled down to the stream 
and went to work. I never saw 
such fishing. The trout were 
everywhere. Steel had selected 
my flies. I had three of them on 
that Harry Bostwick dollar leader 
and sometimes I actually caught 
three trout at the same time. 
There was some difficulty in get- 
ting the three up to the net. By 
the way, I forgot to tell you that 
Harry also sold me a net and a 





rubber arrangement to hold the 
net that when you pushed it down 
to secure the trout it would fly 
back to its place when you had 
finished without any effort on your 
part. This trout fishing was so 
exciting that I even forgot how 
sore I was from my Buffalo Bill 
performance of the day before. 

Now I will inject here a para- 
graph that has often brought down 
on my innocent head the derisive 
remarks of thoze who tell tall fish 
stories. Steel told me that he 
never took any trouble whatever 
to catch trout, except to have his 
rod and flies, and a basket to hold 
the trout. “As a matter of fact” 
he said, “I never even touch the 
water.” This sounded funny to 
me so I asked him how, if he 
fished from the bank, he got over 
the willows. “Oh” he said. “I 
don’t fish from the banks. I get 
on old Bess, my gray mare, ride 
down to the water and fish from 
her back. Bess knows just where to 
go and | can always catch a mess 
of fish in an hour or two without 
all this paraphernalia you brought 
with you.” I thought at first he 
was kiding me, but I discovered it 
was an actual fact because I saw 
him at it. I even tried it myself 
and found horseback fishing in the 
White River very productive. 

But I must tell you now how I 
almost went to “Fool’s Paradise.” 
One day I was fishing alone. 
Usually the best fishing is early 
in the morning or late in the after- 
noon. However, I had just had 
luncheon sitting on the bank, and 
decided to try some blue flies. | 
had tried everything else in Bost- 
wick’s assortment, even catching 
trout in the dark with his “White 
Moths.” By the way, that’s a 
funny feeling. To have a trout 
take your fly and start away with 
it in the darkness when you can’t 
see anything and can only feel. 

As I sat on the bank studying 
the stream I saw a place that I knew 
would be productive, even in the 
bright sunshine at one o'clock in 
the afternoon. Here is the picture. 
At this point the river was deep 
and quite narrow. The current 
was very swift. An old tree had 
fallen into the river with the 
larger part up on the bank and 
the upper part extending about 
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SMART DEALERS 
CONTRACT FOR THEIR 
LAWN GRASS 
MIXTURES 


EARLY and SAVE 
MONEY THEREBY 


WRITE FOR NEW 
SELLING PLAN 








F. H. WOODRUFF & SONS 


ee ee CONNECTICUT 


BELLEROSE t ' 


TOLEDO, OHIO - 
SACRAMENTO CAt ATLANTA GA 





COOKS 


CW VA/L 
fA 41 1-44 -2) 


The “Yankee” 


Open, it’s a sizable, business- 
like tool; closed, it’s as sleek 
as a pen knife—all due to 
new ‘“‘swivel’’ lever. Attrac- 
tive card displays one, stores 
eleven. Retail, 15¢. At job- 
bers’. Send for price sheet. 


The H. C. Cook Co. 


Ansonia, Conn. 


SMART NAIL 









The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 


4 
\ market. Give long and 





satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sele Manufacturer 
896 Atlantic Ave., Boston, Mase 


STEELGRID 


Belt Lacing 





















This is the lacing to sell, to . A 
recommend for any job, to build ~~ 
. Every desirable fea- 
ture ; Treated Steel (much strong- 
er), 2-piece Hinged Rocker Pins, 
, eines, Ln on pes hammer in if 
lew minutes. n xes OF 
“Handy Packages.” Profitable. MUM yy 
Write for Circular, Prices. (ii } As Lh} 
Armstrong-Brav & Co. ith “se 
304 WN. Sheldon St. 
CHICAGO, U. &. A. 














thirty feet into the river. This tree 
was so old that all the bark had 
peeled off. It was a steel gray in 
color and was just as smooth as 
the mast of a ship. The water 
dashed over the lower and smaller 
end and for quite a way back, say 
about ten feet, it was covered with 
green moss. On the up-river side 
of this trunk the river came down 
with a rush. Part of the water 
went under the trunk and the other 
part followed the line of the trunk 
and then passed on down the 
stream beyond the end. Just back 
of the trunk near the bank was a 
whole lot of driftwood that had 
piled up. This driftwood was five 
or six feet high next to the bank 
and then tapered down away from 
the end of the tree trunk. 

It was quite evident the water 
was very deep on the rough up- 
stream side of the trunk, but be- 
yond the point of the trunk was 
a beautiful still, deep pool. Stand- 
ing on the bank I cast upstream 
with a loose line, letting the cur- 
rent carry the flies down almost 
to the trunk and then in the cur- 
rent around the trunk over this 
deep pool. On the first cast one 
of the largest brook trout I had 
ever seen struck. I worked him 
back upstream finally landed him 
in shallow water and got him in 
my creel. The fishing that morn- 
ing had been good and my creel 
was almost filled. Still I just had 
to try that pool again. This time 
there was no strike, and as I drew 
my flies back, one of the hooks 
caught in the end of the sub- 
merged trunk. I pulled this way 
and that, but it was no use. I did 
not want to break another tip, nor 
did I like to lose one of those dol- 
lar leaders that Harry had sold 
me. So I crawled down on the 
trunk and finally straddld it with 
my legs in the water on either side. 

Now remember I had on the 
waders, the heavy shoes and hang- 
ing from my shoulder was my 
creel almost full of trout. I tried 
and tried with my rod but nothing 
would move that hook. Finally it 
was only four or five feet away on 
the end of the log. The only thing 
to do was to skin out on the log 
and remove the hook by hand. 
By this time both my feet were 
off the bottom. I was on the slip- 





pery moss-covered part of the tree 
trunk. I reached out carefully and 
had almost touched the hook when 
the current carried my feet from 
under me and I slid over sideways 
into the river still astride the 
trunk. My waders filled with 
water. Then the confounded 
basket of trout went down with 
the current and the strap around 
my neck pulled my head under 
water. I realized that if I let go 
with my legs I would immediately 
be sucked by the current under 
the brush. That would mean cur- 
tains for me, and probably my 
body would never be found. As 
I held on as best I could with my 
hands the basket of fish around 
my neck pulled my head under 
time after time. I was getting a 
good ducking and was completely 
out of breath. I realized that this 
might be my finish, but strange to 
say in my mind I did not review 
all of my past career. All I could 
think of was what a fool I had 
been to attempt to get out to the 
end of the log with the basket of 
trout around my neck and all my 
paraphernalia loading me down. 
I was consumed with the one idea 
that this was a ridiculous way to 
die. 

Of course you must remember 
all this happened in just a few 
minutes. However, I made a 
herculean effort, holding the log 
with my hands and backing up 
the trunk. Finally my right foot 
touched some of the brush. It 
gave me a sort of hold and I was 
able to continue backing up. 
After what seemed an eternity, | 
was back on the bank. 

My rod was reposing peace- 
fully on top of the brush heap. 
The hook was still in the trunk of 
the tree, and I still had that con- 
founded basket of trout hanging 
by my side. My waders were 
puffed out with water. Perspira- 
tion dripped from me. When I 
finally cooled off and recovered 
my breath, I took off the waders 
and the basket, and hunted around 
until I found a good long sapling 
with which I recovered my rod. 
Then holding the rod so the line 
was taunt, I reached out with the 
sapling, pushed against the hook 
and freed it. Why hadn’t I 
thought of that before? 
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SUPER APEX 


has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zinc coating there is baked a coat of high quality 
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enamel thus reducing corrosion almost to the vanishing point. 

THE LIFE OF SUPER APEX 

in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 




















YSTER 


Made by 


NIVES 


R. Murphy 


The Knives Preferred by Expert Oystermen 





FOR COUNTER PROFITS 


For the man who recognizes the advantages of Table 
Tops and Counter Displays in selling stock, Vichek 
offers a complete line of latest style hand tools. 





Providence Style (Long and Short) 


HERE ARE MORE GOOD SELLERS Other Patterns: ' 
Shoe Knives Butcher Knives New Haven - Boston - Seattle - Providence 


Oyster Knives Plaster Knives ace a haa 
Edges that stand the 
quality and price buyers... to sell at a profit! Write Gee Galen” Stencil Knives Write for Prices and Catalog of 
THE VLCHEK TOOL COMPANY Prening Knives Shirt Gutters, Robert Murphy’s Sons Co. 
Ayers, Mass. Est. 1850 


These tools are designed to meet the needs of both | | Skivieg Knives = citehen Knives $ Egret lets og the nan, Wott Handles - 
Mackerel Knives Maouel Yrelnles the complete line. 
3001 E. 87 ST., CLEVELAND, OHIO  — tae 
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Makes the MAILMASTER 
an Outstanding Value ) 


DO 


We’re not asking for it—we’re offering it! The 
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time — September 24th. The place — Hardware 
Age. The purpose—bigger and better brush sales 
for you. The product—Gold Stripe Brushes, the 
Gold Standard of Brush Quality. 











No other mail box on the market can 
compete in quality and price with the 
sturdy, well-made MAILMASTER. 

Made by a company with 30 years’ ex- 


| Q 
? perience in the manufacture of a line of 
p [ T T S B [ ] R c. H 0) city letter boxes, as well as quality dust / 
pans, indoer clothes line reels, fire y) 
? shovels, document boxes, and various Y 
PLATE GLASS COM PANY y metal household devices with 4 
BRUSH DIVISION 0) “A Pattern and Price fl 
Baltimore, Md. d MAILMASTER for Every Whim and Purse.” y 
Manufacturers of Wallhide, Waterspar, Florhide, and other (Slightiy higher PATENT NOVELTY COMPANY « 
nationally known paint products. ¢ in Canada) 305 Eighth Ave. Fulton, Ill. A 
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Looking for a Hardware Store? 


Tue place to find it is under the heading of Business Opportuni- 


ties in the Classified Opportunities Section of this paper. 


By watching the for-sale ads you'll be reasonably sure to secure a good pay- 
ing business at a fair price or, better still, let the trade know the kind of a 


store you are looking for. 


Classified Opportunities Dept. 


HARDWARE AGE 239 West 39th St., New York City 
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KEY BLANKS 


OF ALL KINDS 





Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U. S. A. 











IThH4 the increase in building construction a new 

tence market is opened for progressive hardware 
dealers. Write for profit making plan on Stewart Fences 
and kindred steel! specialties. Catalogue on request 


The STEWART IRON 
WORKS CO,, Inc 
334 Stewart Block 
Cincinnati, Ohio 





Sell them Gardiner 
Acid-Core Solder 
rks bb 


£ ‘ \ \ Mf) 
= ber ‘ 
RA at 
lardiner 
; (ETAL COM, 
Chicago, III. 











4821 S. Campbell Ave., 


Horse & Mule 
Shoes 


Hand puddled 
bar iron and 
iron rivets 


THE BURDEN IRON COMPANY 


Established 1809 
TROY, N. Y. 

















Chicago Rawhide and Indian Tan, _ 





Better Laces— 

flexible, tough, dura- 
ble—that retain their 
fibre strength and toughness. 
—Specially tanned without 
lime, acids or injurious 
Uniform thick- 








ne ’ 
Proof-tested for strength. 
Ea pair in a 
Counter Display Box. 
They sell themselves; 
build repeat business. 


Chicago “Rawhide. Mfg. . 
1285 Elston Ave., Bey U.S.A. 
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Government In Business 


(Continued from page 36) 


for which some hundreds of thou- 


sands have been appropriated. 
Investigate what, in heaven's 
name? The extraordinarily effi- 


cient service of the A. T. & T. 
owned by six hundred and fifty 
thousand of our citizens? 

Finally there is our superb sys- 
tem of motor transport, provid- 
ing door-to-door delivery of both 
passengers and commodities. It 
is to be regulated too, but it is to 
be suspected that even the ama- 
teur regulators realize that they 
cannot improve upon it very 
much. So they are proceeding to 
apply a complicated and burden- 
some system of taxation to it, 
which, in the end, like all taxes, 
will land on the patient shoulders 


of the people, who are served by 
its finely organized facilities. 
Interference by uninformed, 
irresponsible and usurped politi- 
cal power can never be other than 
hampering, discouraging and in- 
jurious. In a subsequent article, 
we shall draw some conclusions 
from what has been said in this 
one and endeavor to suggest ways 
and means, by which those who 
realize the truth of these state- 
ments may use them to arouse a 
lethargic people to the ills which 
threaten them, if false leaders suc- 
ceed in persuading them to throw 
their life-preserver — the 
System of Individual 


away 
American 
Enterprise. 





Independents Doing A Good Job 


(Continued from page 45) 


plus postage. This means that 
on a hammer or a hatchet you 
must add to the catalog price 
10c to 12c for postage, on an 
axe l6c to 20c. While low prices 
are shown in the catalogs higher 
prices are obtained in the stores. 
This makes a very upsetting con- 
dition, because usually all a job- 
ber does or even a dealer is to 
look into the catalog, see what 
the price is and then call it his 
competition. 

The fall catalog of these large 
merchandisers had hardly been 
out a week before we were deluged 
with requests from jobbers to 
give to them tools in our line 
to meet this so-called competi- 
tion. It is self evident that adopt- 
ing the policy we have and ad- 
hering to it, it is our job to 
know what our dealers’ 
To find out, we shopped 
catalog house stores covering 21 
stores in 13 states, from New 
Hampshire to Texas, from Penn- 
sylvania to Iowa. We not only 
priced tools in our line, but 
bought them. We found that on 
15 items store prices were higher 
than catalog prices from 1214 to 
67 per cent. One nail hammer 
showed a higher price by 42 per 


competi- 
tion is. 


cent, a half hatchet by 30. per 
cent, a handled axe by 67 per 
cent. 

Dealers are often criticized as 
being inefficient, lackadaisical and 
not on their toes. I have never 
felt that way regarding indepen- 
dent hardware dealers. I believe 
that a good dealer is a purchas- 
ing agent for his community and 
that he stands so well with his 
customers that they look upon 
him as a business advisor. From 
that standpoint alone he can sell 
seven out of ten customers what 
he carries in stock. 

Regardless of unthinking criti- 
cism of independent hardware 
dealers, we feel that they do a 
pretty good job for us. Just be- 
fore I left the office I looked over 
our September (1935) records 
and found that taking our Sep- 
tember tool sales 85 per cent were 
in first quality items. All of this 
business was given to us by inde- 
pendent hardware dealers through 
our jobbers. This record is high- 
ly satisfactory, and if the inde- 
pendent hardware dealer is real- 
ly slipping, we prefer to stay 
along with him and slip with him 
as long as he keeps a _ batting 
average as high as this. 
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STAR HEEL PLATES 


The Quality brand stocked by most 
dealers because the fastest and most 
profitable sellers. They 


Make Money For Every Dealer 
and HOLD customers who REPEAT. 9 sizes to fit small- 
est to largest size shoes. 4 gross pairs in box. Also 
assorted 3 pairs on cards. Sold by Leading Jobbers. Send 
for Samples and Prices. 


STAR HEEL PLATE CO., Newark, N. J. 
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MADE- TO- ORDER 
PERSONALIZED 
BUSINESS GETTING 
MAGAZINES 


Ten years of constructive service to the Hardware 
Trade has established Bunting Store Magazines as 





resultful, direct-to-home advertising media. 


Ask about the New 
Bunting Service 


the 


RED EDGE SCREEN CLOTH 


A tested means of cooperative sales effort for 
aggressive dealers, jobbers and manufacturers. 


unting Sestom 


NORTH CHICAGO, ILL. 





Positive 
Identification 


Means More Sales... 


Your customers will see the merits of 
Red Edge Screen Cloth at a glance— 





Tease MARE AES US OAT. OFF. 


BRANDS 


Sun-Red Edge AluminA 


and once they buy Red Edge they'll al- (electre - plated with 
ways repeat. Keep the Red Edge roll zine) ‘ 
out in front so they can see what they a 


want. Write for sales helps. Sun-Red Edge Bronze 


REYNOLDS WIRE CO., DIXON, ILL. 








To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 
ope ge City 





WATERPROOFED - GUARANTEED 
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s FREEZER 


HAMILTON BEACH 
eebes 













—just what your customers 
want. Makes smooth, old- 
fashioned ice cream in electric 
refrigerators. The motor-driven 
paddles stir the mixture as it 
freezes. Fits into the freezing 
compartment of most electric 
refrigerators. 


NATIONALLY ADVERTISED 


More than 19,000,000 messages in The 
Saturday Evening Post, Woman’s Home 
Companion, Better Homes and Gardens 
and American Home will tell your cus- 
tomers about the new Iceless Freezer. 
Special tie-up material—displays, fold- 
ers, newspaper mats furnished dealers— 
free on request. Order from your Jobber. 


HAMILTON BEACH CO., RACINE, WIS. 





The Name 


EDLUND 


ON MODERN KITCHEN TOOLS 
Means highest quality, consumer preference and 
quick dealer profits. 

Edlund Can Openers, Egg Beaters, Knife Sharp- 
eners, Bottle Openers and Jar Openers are sold by 
most leading distributors. Approved by Good House- 
keeping Institute. 

Write for catalog 


EDLUND CO. BURLINGTON, 


IT’S PROFITABLE TO STOCK 


VE. 












REPUBLIC STEEL PRODUCTS 


PIPE BOLTS AND NUTS 
Plain and copper-bearing steel Bolts, nuts and rivets of all 
oncan Iron standard and special types. 
SHEETS Lagscrews, turnbuckles, etc. 
Flat and corrugated WIRE PRODUCTS 
Plain and copper-bearing steel 
Toncan Iron 
ROOFING AND SIDING 
| Flat and corrugated 
| Roli and V-crimped styles 
Plain and copper-bearing steel 
Toncan Iron 


| REPUBLIC STEEL CORPORATION 


GENERAL OFFICES CLEVELAND, OHIO 





Smooth and barbed wire 
Woven wire fencing and poultry netting 
ails and staples 
° FENCE POSTS 
Studded ““Y”’, punched tee 
and punched angle styles 
End, corner and gate posts 








VICTOR 

ONEIDA JUMP 

NEWHOUSE 
TRIUMPH 
GIBBS TWO TRIGGER 
GIBBS SINGLE GRIP 








Good season ahead for trappers! Interest is high . 
‘| fur prices up. Time to order for stock. Meet every 
trapping demand. Your wholesaler can supply you. 


ANIMAL TRAP COMPANY OF AMERICA 


LITITZ, PA. NIAGARA FALLS, ONT. 
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CLASSIFIED OPPORTUNITIES SECTION 


Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 
Set Solid, Maximum of 50 words... .$3.00 


Each additional word............ 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ 06 


Allow Seven Words for Keyed Address 
Boxed Display Rates 


BOOED cnscacccccccccescssscasece $5.00 
Each additional inch...........0.: 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


¢ CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


——- J aa 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
—e— 
HARDWARE AGE is published every other 


Thursday. Classified forms close 13 days 
previous to date of publication. 











NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


= @ == 
Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








SALES ACCOUNTS WANTED | SALES ACCOUNTS WANTED 


BUSINESS OPPORTUNITIES 











department store outlets. 





MANUFACTURERS ATTENTION ! 
DO YOU WANT DISTRIBUTION IN CANADA ? 


Prominent Canadian concern with sales offices in the principal cities from coast 
to coast desires to secure hardware, household articles, electrical and automotive 
appliances, suitable for distribution through well- established wholesale, retail and 


ADDRESS BOX C-183, CARE OF HARDWARE AGE, 239 WEST 39th STREET, N. Y. C. 











WANTED: DIRECT CONNECTION ON 
ASBESTOS or bakelite roofing shingles. In busi- 
ness since 1899. Can furnish A-One reference. 
Address Box hy 200, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 
MANUFACTU RER’ Ss REPRESENTATIVE 
NEEDS MAJOR LINE selling to jobbing trade 
in Middlewestern States. Prefers Builders Hard- 

ware or Tool line but capable of handling other 
desirable line. Excellent sales record for nine 
years this territory assures results. Best of refer- 
ence. Address Box C-205, care of HarpwarE AGE, 
239 W. 39th St., New York City. 


SALESMAN, ESTABLISHED, WITH 
SEVENTEEN YEARS successful experience sell- 
ing electrical and mechanical equipment, tools and 
mill supplies, desires to represent quality line 
(manufacturers only) in New York Metropolitan 
territory and New England. Immediately 2vailable 
for aggressive and continuous covering of terri- 
tory. Address Box C-203. care of HarpDWARE 
Ace, 3 239 ) Ww. 39th St., N. Y. City. 





HELP WANTED 





FOR ARGENTINA—WANTED LINES OF | 


staple items and household novelties. Only _in- 
terested in articles produced at low costs and that, 
for this reason, can be sold abroad in spite of tariff 


barriers. Address—José Rodriguez, Pert 1417, 
Buenos Aires, Argentina. 


MANUFACTURER’S AGENT WITH PITTS. 
BURGH HEADQUARTERS, covering Western 
Pennsylvania, West Virginia and Ohio. Desires 
additional line or lines which can be distributed 
through well-established hardware jobbers, dealers, 
mill supply and plumbing supply trade connections. | 
Address Box C-208, care of Harpware Ace, 239 
West 39th St., New York City. 


MANUFACTURER’S AGENT CALLING 
UPON HARDWARE jobbers and mill supply 
houses middle he ag desires one good line. Must 
have sales appeal; territory covered by car. Can 
devote considerable time to new line as other lines 
well established. Opportunity to close with pro- 
ducer. Correspondence invited. Address Box 
C-196, care of Harpware Ace, 239 W. 39th St., 
New York ane 








BUSINESS OPPORTUNITIES 








SALESMAN TO SELL INDUSTRIAL AC- 
COUNTS in Metropolitan New York. Man with 
retail hardware experience preferred. Write stat- 
ing experience and age. Address Box C-189, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 


BUSINESS OPPORTUNITIES 


FOR SALE 


One of the best established hardware busi- 
nesses in New York State. Inventory 
$25.000. Annual business $65,000. 


MAC HARDWARE CO., Inc. 
Fort Plain, N. Y. 


























rT uwetentfttfee 2 


Letterheads Envelopes Statements Invoices 
All are the Same Price 
500—$!.50 1,000—$2.55 2,000—$4.75 
5,000—$10.50 


Postage Paid. Send tar! With Order or Will 


en .0.D. 
Satisfaction Guaranteed or Money Refunded 
MAYFIELD PRINTING CO. Mayfield. Ky. 
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FOR SALE: MODERN WELL-STOCKED 
hardware store in county seat town in Kansas. 
Address Box C-116, care Harpware AGE, 239 
W. 39th St., N. Y. City. 

FOR SALE—HARDWARE STORE LO. 
CATED in small town serving population about 
12,000 town and rural. Good business centre. New 
stock well displayed. Sell either stock or build- 
ing. Established 46 years. Reason for selling— 
health. Address Box C-201, care of HarpWwarE 
AcE, 239 W. 39th St., N. Y. City. 

FOR SALE: CLEAN UP-TO-DATE general 
hardware store in country town of 5,000 along the 
Delaware Valley. ‘ow rental. Heat furnished. 
Large well lighted show rooms. Good reason for 
selling. About $6,500 stock. Address Stout’s 
Hardware and Supply Company, Lambertville, 

FOR SALE: HALF INTEREST IN well-estab- 
lished hardware in county seat town in best agri- 
cultural and citrus section of South Florida; only 
complete stock within thirty miles—specialize 
paints and Frigidaire Franchise—wonderful year 
round climate, excellent schools and water—deal 
with owner. Address Box C-197. care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 














“FOR SALE—HALF INTEREST IN old es- 
tablished Hardware. House- furnishing and Paint 
Business. In town 15,000, located in Eastern Penn- 
sylvania. Former partner died. Splendid oppor- 
tunity for some young experienced man not over 
45 vears, to act as manager. Protestant preferred. 
Moderate amount of cash required. Address Box 
C-206. care of Harpware Ace, 239 W. 39th St., 


| the Metropolitan Area. 


SELL TO CLOSE ESTATE OF DECEASED 
—Automotive supply, household appliance and gen- 
eral hardware business established 20 years. Heart 
of Los Angeles. This well rated and highly profit- 
able institution should pay for itself every 3 years. 
Receive jobbing discounts and benefits from gas 
company collections. Long time lease on good 
terms. Full details. 808 S. Hope Street, Los 
Angeles, California. 





SALES REPRESENTATIVES WANTED 


CHROMIUM KITCHEN HARDWARE AS 
SHOWN IN ‘HARDWARE AGE,’ JULY 16TH, 
PAGE 49. TERRITORY OPEN IN EAST AND 
SOUTH. AMERICAN BRASS GOODS COM- 
PANY, GRAND RAPIDS, MICHIGAN. 











EXPERIENCED OUTSIDE SALESMA N 
WANTED TO call on retail hardware stores in 
Address Box C-210, care 
of Harpware AGE, 239 W. 39th St., New York 
City. 





SALESMAN WANTED TO REPRESENT 
NATIONALL Y-KNOWN manufacturer of build- 
ers’ hardware in New York State exclusive of 
New York City. Give full details and particulars 
in first letter. Address Box ‘e 204, care of Harp- 
ware AGE, 239 W. 39th St., N. Y. City. 

SALESMEN DES IRINGPE RMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 











New York City. 


MANUFACTURER’S REPRESENTATIVE 
DESIRED TO SELL nationally known line of 
builder’s hardware on commission basis. Must 
be well established with the trade. State lines 
handled and territory covered. Address Box C-211. 
care of HarpwarE AGE, 239 W. 39th St., New 
York City. 

Pn apne WANTED — SELL HIGH- 

RADE mechanics’ tools—old established firm. 
os small weekly advances to men who know the 
jobbers and large dealers and who will send in 
orders, instead of excuses. May sell one or two 
allied lines. Give particulars—experience. etc. 
Address Box C-171, care of Harpware AcE. 239 
W. 39th St., N. Y. City. 





SALESMEN PAIN T—FOR PENNSYI- 
VANIA, CONNECTICUT and Southern States. 
New York manufacturer offers an exceptional op- 
portunity to men calling on paint or hardware 
stores, etc.. to sell popular line of paints and 
varnishes either on full or part time. State ter- 
ritories covered, etc. Address Box C-214, care 
of Harpware AGE, 239 W. 39th St., N. Y. City. 








EX-HARDWARE MEN PREFERRED. 
WHERE we have no distributor, will give right 
man opportunity to make liberal income. New 
household product breaking sales records. Small 
investment for stock, but sale absolutely guaran- 
teed. Standing your community essential. We 
do the rest. Our references: Your bank: Dun and 
Bradstreet. Address Box C-213, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 


HARDWARE AGE 
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SALES REPRESENTATIVES WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





MEN NOW CALLING ON HARDWARE, 
paint, wallpaper and department stores in Maine, 
New Hampshire, Vermont and Connecticut can 
increase incomes by connecting with well-estab- 
lished, progressive manufacturers’ representatives. 
Address Box C- 199, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


SALESMEN 
PETING LINES to hardware and plumbing and 
heating trade. Here’s your chance to connect with 
nationally known manufacturer to sell fast-mov- 
ing, established line of quality iron pipe fittings. 
Full cooperation and generous commissions pro- 
vide outstanding opportunity for permanent repeat 
business. Few good territories open; rush full 
details of yourself and experience to Box C- 101, 
care of Harpware AcE, 239 W. 39th St., 
N. Y. City. 


SALESMEN — TO REPRESENT OLD. 
ESTABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have had experience sell- 
ing hardware jobbing trade. Give full details in 
first letter stating age, education, lines now car- 
ried, territory covered and how often. Address 
Box C-81, care of Harpware Ace, 239 W. 39th 
wg ee Bs City. 








POSITIONS WANTED 


ADVERTISING MGR. AND ARTIST 


30 YRS. OLD—10 years’ experience in sales pro- 
motion, direct mail, display, newspaper and trade 
journal advertising; am a EXPERIENCED 
ARTIST—can do finished art work and layouts. At 
present with large quality brush manufacturer but 
want more chance for advancement. OTESTANT 
—MARRIED—2 children. Willing to go anywhere 
within reason. Write me for further details. 

Address a S. rg care of nena WARE AGE, 

. 39th St., N. City. 

















o 
BUILDERS’ HARDWARE MAN NOW EM.- 
PLOYED wants position in a locality where there 
is building activity. Has had large field of expe- 
rience in buying, selling and figuring hardware 
from blue prints. Address Box C-198, care of 
Harpware Ace, 239 W. 39th St., New York City. 


EXPERIENCED HARDWARE & LUMBER 
MAN now employed wants connections in West 
Colorado, Utah, Arizona, New Mexico, Nevada, 
Idaho, Oregon or Washington. Am in good health 
—can furnish bond. Also keep books. Address 
zon C-209, care of HarpwAre AGE, 239 W. 39th 

, New York City. 


I AM TRAVE LING MAN OL EY ot job, and 
acquainted with the hardware trade in the South- 
eastern States. Traveled for one firm 18 years 
in Alabama, Mississippi, Georgia and Tennessee. 
Can furnish best of references. Address Box 
C-212, care of Harpware AcE, 239 W. 39th St., 
N. Y. City. 


POSITION WANTED—AFTER NINE 
YEARS’ experience with same firm as electrician, 
plumber, steam fitting, hot air heating, oil heaters, 
metal roofing, etc., in prosperous village of 2,000, 
personal considerations force me to make a change. 
A-1 references. New York or Northern Pennsyl- 
vania community preferred. Address Box C-107, 
— of Harpware AGE, 239 W. 39th St., N. y’ 

ity. 











NOW SELLING NON-COM- 





YOUNG MAN WITH EIGHT YEARS’ ex- 
perience in retail hardware and implement busi- 
ness desires to make connection with wholesaler, 
manufacturer, implement, or retail establishment. 
Age 29, college education, unmarried, willing to 
locate anywhere. Best of references. Address 
Box C-169, care of HARDWARE AGE, 239 W. 39th 
au, mw. Xs. Coy. 


PHILADELPHIA AND THE TERRITORY 
WITHIN a radius of one hundred and fifty miles 
is one of America’s best markets. The advertiser 
hes been successfully selling highly specialized lines 
to the hardware and kindred trades in this area 
for sixteen years, the last seven of which have 
been with his present house. He is interested in 
making a new connection. Address Box C-215, care 
of Harpware AGE, 239 W. 39th St., N. Y. City. 





THOROUGHL 4 EXPERIENCED BUILD- 
ERS’ HARDWARE MAN will be open for posi- 
tion after August Ist. Has handled all classes 
of buildings, from the writing of specifications 
to the collection of accounts. Would be willing 
to take complete charge of a department. Open- 
ing must have business available in sufficient 
volume to assure respectable income. Address 
Box C-182, care of HarpwAre Acer, 239 West 
39th St.. New York City. 

POSITION WANTED, AS SALE SMAN, 
forty-two years of age, thoroughly experienced in 
hardware and mill supplies, particularly mechanics’ 
tools. Twenty years as traveling salesmen in 
New York State, Pennsylvania, West Virginia, 
Michigan, Indiana and Ohio, calling on wholesale 
and large retail hardware, mill supply and auto 
accessory trade; also large manufacturers. Now 
employed but aveilable on short notice. In excel- 
lent health and free to go anywhere. Excellent 
references. Commission with drawing account or 
salary. Write for details or personal interview, 
Address Box C-216. care of Harpware Acer, 239 
W. 39th St.. N. Y. City. 





ADMINISTRATIVE EXECUTIVE IN OF- 
FICE MANAGEMENT, systematizing credits, 
sales, collections, purchasing, correspondence, and 
sales promotion; while employed seeks a connec- 
tion where some top man wishes to increase busi- 
ness and delegate some of his burdens. The 
Company should be handling merchandise for in- 
dustries, farming, builders and contractors and 
mav retail as well. This men can bring vision 
and accomplishments—University education, Chris- 
tian and married. The company may be in a small 
community but if good rating—believe they want 
to go further and become an outstanding factor 
in business, then for complete details write 5455 
Tonquil Ave.. Baltimore, Maryland. 


EXPERT HARDWARE MAN—28 YEARS 
OLD, married. Twelve years’ experience retail 
hardware—have had long experience in staple and 
heavy hardware; poultry supplies; garden imple- 
ments, seeds and spraying materials; sporting 
goods; paints and wallpaper; glass cutting and 
glazing; builders’ hardware; roofing materials. 
Especial knowledge of fishing tackle; craftsmans’ 
and mechanics’ tools; plumbing supplies; electri- 
cians’ supplies (competent electrician although 
not licensed) ; bookkeeping; window decorating; 
(fair sign writer). Last position three years as 
assistant manager in $25,000 stocked store. De- 
sirous of making connections that will offer oppor- 
tunity for merited advancement; will settle any- 
where. Not too proud to work, good habits and 
best of references. Address Box C-202, care of 
HarpwareE AGE, 239 W. 39th St., N. Y. City. 











Hardware Personnel 


Our files contain applications of several hundred ez- 
perienced and well-trained employees in the hard- 
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can of you, just phone 

M SSSOGIATED “PLACEMENT BUREAU 
152 West 42nd Sirest New York City 
WIS. 7-1802, 1803 Ri 











HARDWARE SALES’ EXECUTIVE, 15 
YEARS’ EXPERIENCE in sales direction and 
promotion, is seeking position with Eastern or 
Southern hardware jobber. Thirty-eight years 
old, unquestionable references as to character and 
ability. Now representing a National Corpora- 
tion, desires change to become permanently lo- 
cated and eliminate continuous traveling. Ad- 
dress Box C-165, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 

SINGLE LADY WITH SEVENTEEN 
YEARS’ experience as manager and owner of 
one of the oldest hardware, furniture and farm- 
ing implement business in South Florida, com- 
petent to do anything connected with a business 
except stenographic. Reason for change—hay- 
fever and asthma. Want a position in the West 
or Southwest. Best of business references; 
photo will be sent on request. Address Box 
C-148, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 














ALERT MANUFACTURERS ARE WELL 
REWARDED by volume sales when producing 
welcome innovations. If your market seems satur- 
ated or apathetic, why not bring out new items 
which can be sold to the same trade by the same 
salesmen you now travel? Perhaps you could use 
one man on your staff whose particular function 
would be intensive research and active development 
of new goods. Possibly your packaging stetup needs 
modernizing, or possibly your Dealer service ma- 
terial is out of date and needs revamping. An 
experienced executive with pleasing credentials and 
a special aptitude for just this work is to be 
available soon. He excels in creative ability, and 
his counsel based on experience would be of excep- 
tional value. The compensation would be nominal 
and he would let you be the judge of what bonus 
would be due him on positive and tangible results. 
Address Box C-207, care of Harpware Ace, 239 
Ww. 59th St., New York City. 


SOME MANUFACTURER OF AN EXCEL- 
LENT product sold through hardware jobbers has 
not yet secured either adequate recognition or 
profitable volume of distribution. To such manu- 
facturer we recommend a man who leaves us 
September 1st as a result of plant consolidation. 
This man has had extensive experience in all 
branches of promotional sales and advertising and 
has been trained in producing business on mer- 
chandise highly competitive. He also possesses a 
valuable background of mechanical experience, 
with several ingenious patents to his credit. We 
consider him resourceful, thoroughly dependable, 
and very gonscientious in his endeavor. He knows 
the wholesale hardware trade in the United States, 
and in this field prefers to remain. As a con- 
structive sales builder, even under difficulties, we 
feel that his work ranks high. You can be sure 
that his compensation will not exceed his worth. 
May we introduce you to this man for complete 
details and possible interview? Address Box 
C-184, care of Harpware Ack, 239 W. 39th St.. 
N. Y. City. 














FALL is Coming— 


and with it the beginning of a New Business Year. 


Be sure your sales force is Adequate to insure your getting 
your share of the increased Business of 1937. 


If you have an opening for one or more GOOD MEN-Let 





them know about it through the Classified Advertising Pages 
of HARDWARE AGE. 








AUGUST 13, 1936 
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=) the NATION ai te CROSSROADS? 


Must The American Electorate Make A Fateful 
Choice This Fall? ... That is a matter of opinion. 
Which Party embraces greater Americanism of 


principle is also a matter of Optom. 2... 4 





But there can be only one opinion about this: 


| . The Issues to be Voted Upon This Presidential Election of 
1956 Are the Most Important Put Before the People of the 


United States Since 1860 
Jhecehor 


Do Not Let 57% of the Voters Settle The Issues 
In Which You Are So Vitally Interested. 


WHATEVER YOUR PARTY e¢ WHATEVER YOUR OPINION 
HELP GET OUT THE WHOLE VOTE. 


Urge your employees to register and vote. Allow them time 
to do both. Post notices, talk to them, remind them and 


all your business acquaintances, friends and _ relatives, 


a THAT A CITIZEN’S FIRST DUTY IS TO VOTE 


If intelligent men and women will not vote they betray 


their country to the unprincipled and ignorant. 


CHARLES J. HEALE 
EDITOR, HARDWARE AGE 
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The items below are 
all big sellers 


SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 

DOOR LATCHE 


HARDWARE 


EETS all the specifications of 

exacting builders. Acomplete 
line; modern in design and built of 
the finest materials. 


SCREEN HARDWARE 
AND TEE HINGES 


A catalog presenting the facts \eroe 


awaits your request. 








National Manufacturing Co. 
STERLING *: ILLINOIS 








Increase dime Aales WITH THIS NEW ALL-METAL 
REVOLVING DISPLAY CABINET... . . is FREE! 


With an order for only 72 window 
front packets of Moore Push-Pins, 
glass and aluminum heads, and push- 
less hangers, you can receive absolutely 
free, this new, attractive revolving dis- 
play cabinet . . . Dealers everywhere have 
told us that sales literally jumped the 
day they placed it on their counter. 
Start this very day to increase your 
dime sales...order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 
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EETS every garden hose need. 7 stand- 
ard nationally known brands of plied 
and moulded hose. Each 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 





BOSTON WOVEN HOSE & RUBBER co. 


Cambridge, Mass. 











BRUSHES 


mean more profit from your brush counter. 


Ask your jobber. 


THE OSBORN MANUFACTURING COMPANY 
Cleveland, Ohio 


5401 Hamilton Avenue 


ia Sales Offices: New York-Detroit-Chicago-San Francisco & 








Genuine hOQMES & SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40% SET- IOS SET~- 7 10¢ SET SAVE FURNITURE 


& FLOORS-CREATE QUIET 
Look for words DOMES of SILENCE” 
F INSULATED- NOISELESS FOR TILE 


CEMENT OR MARBLE FLOORS IN 
BATH ROOMS. RESTAURANTS, ETC. 


a4 LARGE SIZE FOR METAL & WOOD BEDS 
ry LARGE CHAIRS & ALL FURNITURE.. 
Ask your Jobber— 
If he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St., N. Y. C. 
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LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 


red-white-black 
YOUR CUSTOMERS DO! 


all 
O. K. 


if they’re 








| W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 





asamp BRUSH'N U 
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/ BALTIMORE MARYLAND 








Silve er Lake Sash Cord 


YTEED FOR 20 YEARS 
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Hardware Buyers Say: “//is 
Buyer's Guide Is Indispensable. 


THEY TURN TO IT INSTINCTIVELY WHEN 
“LOOKING UP” NEEDED MERCHANDISE 





The 
1936-37 Edition 


of the 
ANNUAL 
MERCHANDISE DIRECTORY 
NUMBER 


of Hardware Age 


the Only Buyer’s Guide in the 
Hardware Trade is 


W ITH this new edition of the Buyer’s Guide, you will be able to locate in a jiffy the sources of 
supply to fill any orders you receive. You will have at your fingertips the names and addresses of more 
than 13,000 manufacturers of all products of interest to the hardware buyer, listed by products for 
ready reference. The book contains 5,000 Main Product Headings—52,000 listings in all. It also 
brings you listings of Manufacturers’ Trade Names and Jobbers’ Brands, together with many charts 
and tables which will show you how to Figure Resale Prices on Screen Wire, Rope, Sashcord, Nails; 
—How to Figure Stock Turnover, Net Profits, the Cost of Doing Business, the Equivalents of “Each” 
and “Dozen” Prices and the Selling Price on Any Article, a Glossary of Builders Hardware Terms. 

This great reference book will come to you as the August 27 issue of Hardware Age, as part 
of your regular subscription, at no extra cost. 

Don’t miss your copy! Make sure that your subscription is in good order. This will insure 
you receiving your copy of the Directory Number Promptly upon publication. If your subscription i is 
ready for renewal—take care of it at once, send in your remittance today! 

If you are not a subscriber to Hardware Age and are not familiar with the Directory Number 
and how helpful it and other issues of Hardware Age will be to you, ask your friends who do sub- 
scribe. You will surely find a subscriber to Hardware Age near you, since Hardware Age goes to 
dealers and jobbers in 6876 cities, towns and villages. 

Pin your check or $1 bill to the coupon below, sign it and mail today so that we can either enter 

your subscription or renew it and reserve for you your copy of the Merchandise Directory Number. 


Hardware Age 
239 West 39th Street 
New York, N. Y. 


Enclosed is my remittance of $1.00 (Canada $2.00—Foreign countries not taking domestic rates, $2.50) for which 
please enter my new (or renewal ) subscription to Hardware Age for one year (twenty-six issues includ- 
ing the “Annual Directory Number” to be published August 27th). 


Name 
Address.................. 
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HIGHLY POLISHED 


HEAVY ROLL 
CROWN 
ALUMINUM 
FENDERS, 
CHROMIUM 
PLATED 
HORN AND 
ELECTRIC LAMP 


STREAMLINED 


SNAPPY COLORS 


SH PLEIGH 
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No. SM2636D 


MEN’S DE LUXE 








| 
| BICYCLES 
AND 


COMPLETELY 
ELECTRICALLY EQUIPPED 


WHEEL GOODS | 
IS 
COMPLETE 








| CHROMIUM 
PLATED 
ELECTRIC 
TAIL LIGHT 
MOUNTED 
ON 




















-MOTO-BIKE MODEL | 





SALESMEN 
TO 

SHOW YOU 
OUR 








9100) “Diamond EDGE 1S A QUALITY PLEDGE” K JA00,0,0,0,0,0,.' 











Shapleigh National Series No. 2044 
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